National 


Petroleum 
News 


The Magazine of Oj 


IN 
NEW JERSEY: 
TROUBLE 


AHEAD? 


page 118 


SEPTEMBER, 1958 





COMMERCIAL 
ACCOUNTS: 
Why the bids 


are so low 
page 116 


FLYING 


A McGRAW-HILL PUBLICATION 





Integral with outlet elbow, piston as- 
sembly works in dashpot with metered 
orifice to upstream. This maintains hy- 
draulic balance for easy opening against 
working or static pressure, gives ‘‘soft’’ 
closing action. 


PRESSURE BEHIND PISTON 
BALANCES FORCE BEHIND VALVE 


ELBOW, 
PISTON, 
DASHPOT 
ASSEMBLY 


ORIFICE 
BLEED TO 
UPSTREAM 


PRE RE 
— OUTLET 


UPSTREAM PRESSURE 


New hydraulically balanced shutoff valve shown on Brodie 100 gpm Model B-51C Tank Truck Meter 
with Brodimatic Printing Quantrol. For larger capacity pump operations, the same effect is obtained 
by Brodie Shockfree Valves with appropriate meter models. 


on BRODIE Tank Truck Meters 


NEW BALANCED OUTLET VALVE ALWAYS OPENS FREELY 


¢ not subject to hydraulic lock in closed systems 
¢ opens easily under full operating pressure 


e cushioned closing reduces shutoff shock 


ry . r . 
The new Brodie Balanced Valve opens easily 


against pressure created by the most modern 
pumps and cannot be locked shut by pressure 
trapped between it and a check valve in the 
pump inlet line. By a simple dashpot design, 
upstream pressure is applied to a piston to bal- 
ance the pressure across the valve. A metered 


orifice to the dashpot also has a cushioning effect 
on closing action to minimize shutoff shock. 
The new assembly is standard on all Model 
B-41C and B-51C Meters. Whatever your me- 
tering problem, get in touch with your Brodie 
Metering Specialist —as near as your phone. 
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Via \ 
Brople 2*” METERS 


TRUE-ROTAR 
RALPH N. BRODIE COMPANY : San Leandro, California, U.S.A. 


DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. 
167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 


WITH STOCKS AND FACIIIES th aC 


LOS ANGELES 22, CALF. 
5401 Sheila Street 
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MT. VERNON, N. Y. 
550 So. Columbus Ave. 
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You gain 10 advantages 
when you use 
“Ethyl” Multi-Purpose Additive 


“Ethyl” Multi-Purpose Additive is an economical, efficient, easy-to-use 
way of improving gasoline performance. And it has been proved effective 
in millions of miles of test driving. These benefits are yours with ‘Ethyl’ 
Multi-Purpose Additive: 


1. Your gasolines will give their best performance and better mile- 
age because ‘“‘Ethyl’’ Multi-Purpose Additive’s detergent action re- 
moves carburetor deposits and prevents new deposits from forming. 

2. Engine stalling due to carburetor icing is eliminated in most 
cars under most conditions. 

3. Corrosion is reduced in pipelines, storage tanks and service 
station equipment. 

4. With this single product you mix 3 additives with your gasoline 
in one simple operation. 


5. It is equally effective in all gasolines of every hydrocarbon type. 


6. Multi-Purpose Additive is compatible in gasoline with all addi- 


tives normally used and with most special additives. 
7. It is easy and safe to handle at any mixing point. 


8. It costs less than 3 one-hundredths of a cent per gallon of gasoline. 


9. “Ethyl” Multi-Purpose Additive has been proved in millions 
of miles of test driving. 


10. You can promote the important extra customer benefits in a 
hard-hitting campaign to increase service station sales. 
Your Ethyl Representative will be glad to give you the full story and out- 
line the wide range of services—including sales promotion help—available 
when you buy “Ethyl” Multi-Purpose Additive. 


ETHYL CORPORATION 


New York 17, New York asp cimenen 
ADDITIVE 


i 
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CORPORATION 
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No. 633-A ADAPTOR 


m4} 4 No. 634-A DUST PLUG 


The Fastest, Safest, QUICK COUPLING ASSEMBLIES for hose and pipe 


Gurest Coupling Known { <= 


You'll want to keep this excellent, practical working Catalog close 
at hand. Lots of illustrations clearly show the complete interchange 
ability of master gauged OPW KAMLOKS. Detailed recommendation 
and sizing charts, typical specials for unique applications and factual 
information will help you in planning, selection and determining in 
stallation. 


No. 634-B DUST CAP 
Just write us on your letterhead and it's yours! 
Your fluids handling may well be improved with OPW KAMLOKS. 


RPro 
° ad 
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op w CORPORATION 


2735 Colerain Avenue @ Cincinnati 25, Ohio Kirby 1-5400 


No. 633-C COUPLER 
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Top of the Month ... 


Commercial account bids: Going down, down, down 


Jobbers are bitter; suppliers aren’t happy either. Here are the facts behind the plummeting 


discounts on commercial business, and what lies ahead 


Will fair trade fold in New Jersey? 


page 116 


The state’s dealers are all for it. So are private branders, who find it a helpful price umbrella. 


But some majors are ready fora change ...............06-. 


Month in Full . . . 
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Commercial accounts: Why the bids are so low ... page 116 
Fair trade in New Jersey: Trouble ahead? 


FUEL OIL 
How oil is fighting gas in the Pacific Northwest 
Ready for winter? Here’s a useful checklist 
How to get the price buyer’s business 
What A-power will do to oil 


MANAGEMENT 
How Tidewater developed its training program 
Is LP-gas a good profit source for jobbers? 


MERCHANDISING 
Promotion of the month: Carter makes service pay 
New ideas for selling in the space age 


STATIONS 
How jobber Jim Herriott built his dream station 


AUTOMOTIVE 
Inside look: How Detroit guards its future cars 


TRANSPORTATION 
How bypassing bulk plants pays off for two jobbers ... 
LPG line coming east 


TIRES—BATTERIES—ACCESSORIES 
How your dealers can make bigger tire profits 
Nylon vs. rayon: Battle of the tire cords 
Why dealers need TBA simplificatton—now 


EQUIPMENT 
What station lifts are the majors buying today ? 
How to cut equipment selling costs 
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Petroleum Indicators 


Supply and Demand 


DEPARTMENTS 


About Oil People 
Advertisers’ Index 
Behind Our Headlines 
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Editorially Speaking 
Equipment 
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OIL MARKETS AND PRICES 


Market outlook 
Refinery /terminal prices 
Crude oil prices 
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BULK PLANT CONDITION REPORT - ca 


MOTOR VEHICLE 4 


CCIDENT REPORT 








A good safe operation and a low-accident frequency 

rate will result in reduced insurance rates. To help 

TAKE YOUR achieve that goal, Mobil offers its Safety Engineering 

PROBLEMS 7O THE BPXPERTS Program. At your request, a trained specialist will be 

eee glad to help analyze the trouble and make definite 

; recommendations. Additional experts are available to 

\ yl a r assist you with other tough problems too. For in- 

stance, help you reduce loading time . . . help select 

e x e e § the best manpower available . . . help institute man- 

\ I< y| | } S ¢ a | "Ihe | | isi es, agement procedures that make running a business 
; . c . — easier—and more profitable. 

That's why it’s good business to do business with 

Mobil. The expert advice you get from our staff of 

specialists . . . plus top-quality branded products add 





up to a real competitive advantage for you. 
Talk to your Mobil salesman today. He’s your 
direct line to the specialists, 


Tune in ‘“TRACKDOWN” every week, CBS-TV. 


YOU'RE MILES AHEAD WITH MOBIL! See your local paper for time and station. 
SOCONY MOBIL OIL COMPANY, INC., and Afthliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


NEW YORK 17, N. Y 150 t ind St. « CHICAGO 5, ILLINOIS—59 EF. Van Buren St. e BALTIMORE 18, MARYLAND—-1914 North Charles St. «© MILWAUKEE 1, 

WISCONSIN 107 South First St. e KANSAS CITY 13, MISSOURI--925 Grand Ave. «© DETROIT MICHIGAN—903 West Grand Blvd. e ST. LOUIS 8&8, MISSOURI 

4140 Lindell Blvd. « DALLAS 1, TEXAS——Magnolia Petroleum Co., Magnolia Building e LOS ANGELES 54, CAL.—General Petroleum Corp., 612 8S. Flower St., 
Socony Mobil maintains many other conveniently located service offices to give you close and fast cooperation. 
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Behind Our Headlines 





UNGLE WARFARE Is a common description hung on 
J commercial account business today. Anyone con- 
nected with that business is familiar with his own situa- 
tion. It’s worse when you look at the big picture, which 
NPN offers on page 116. In a team project, NPN staffers 
contacted over fifty key marketers throughout the country 
to come up with the information. 

This is the first of a series of articles on commercial 
accounts that NPN will present from time to time 


| aps SOME TIME NOW quite a controversy has been rag 

ing over the use of rayon cord and nylon cord in tires. 
In most cases only one side is presented, or just a partial 
argument. 

Because of the interest in this controversy, NPN has 
assembled the talking points of both sides so our readers 
can see them in perspective. Frank Sturtevant, TBA editor 
who has been following this argument since it first blew 
up, assembled most of the material. Lew Brigham, a 
recent addition to NPN’s staff, put it together. You'll find 
it on page 160. 


P aphian R HOT REPORT brings you up to date on New 
Jersey’s fair-trade experiment, born of price wars 
which gave the state the name “Bloody Jersey” (Nov 
1954, p49). 

Lew Brigham did most of the legwork for this full-scale 
study. He ran up almost 500 miles—and three flat tires 
interviewing marketers in all parts of the state. The result 
begins on page 118. 


O' R SPECIAL REPORT on the pros and cons of trading 
stamps in oil marketing has been so well received 
that we’ve had reprints made. They’re being obtained in 
bulk quantities for field organizations, since the informa 
tion is useful to jobbers and consignees as well as major 
company reps. 

The report first appeared in the June NPN, the most 
comprehensive study on the pros and cons of stamps yet 
prepared. Orders are being handled by the NPN Reader 


Service Department. 
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In Neptune Remote Control System, control 
valve at rack opens automatically when ticket is 
“printed in.” 


Register at rack is accurately synchronized with 
ticket-printing register in office. These Red Seal 
meters are 18 years old, still highly accurate. 


Wide-open run-ways speed traffic. 12 light-fuel 
bays are at this end; 16 bunker bays are at far 
end. In background is tanker unloading at 
terminal. 


| aaa 


pay eenmetl 


in ie 


iM Papin she iim eonk, (b ry} j 


at Metropolitan Petroleum’s new Bronx Bulk Plant... 


NO WAITING, NO WRITING, NO RUNNING 


with Red Seal Remote Control Metering 


Smooth, fast flow of dealers’ trucks through 12 loading bays is 
handled by one man in this modern, automatic bulk plant. Aided by 
Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in” 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out’ the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan’s old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they’re good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST 50TH STREET * NEW YORK 20, N. Y. 


Lily 
Red Seal Meters ... for a better measure of profit 
BRANCH OFFICES IN PRINCIPAL CITIES 




















How Neptune Meters Make Money and Save for Others: 


“We have 25 Neptune Meters in use now on our trucks and loading rack and find that they are the 
best that can be bought. We have used just about every type that is on the market . . .” states Mr. 
T. H. Potter, of T. T. “Tom” Potter & Son, Morehead City, N. C. 


& - 


Rogers Oil Company, Raleigh, N. C., . . . a Neptune customer for 15 
years . . . have five 3-in. Auto-Stop Red Seals at their bulk plant, filling 
100 and 200-gallon truck compartments. Roger’s big business is kerosene 
fuel for tobacco curing and fuel oil for home heating. They also have 2” 
Red Seal meters on local delivery trucks. 


—— 


25 in-plant vehicles are refueled through Red Seal — CITIES A) SERVICE 
LP-gas “compact” meter at Torrance, Calif., plant of > i 
National Supply Co. This fully approved LP-gas meter- ; PETROLEUM PRO DVOTS 
ing system included all accessories in one safe, easy- ! a 
to-install_ unit, B. . OR. +4587 


25 Neptune remote control meters at Esso Standard Oil 
Company's big New Haven terminal speed loading of 8 
transports and trucks simultaneously. Automatic interlocks 
prevent withdrawal of any product until authorized by lock- 
ing ticket into office register. 


Small outlay keeps New York dealer’s 32 trucks rolling: In 4 to 15 
minutes, practically any meter service problem can be fixed simply by 
substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 





EVER-TITE 


























Today’s gasoline has far more value. 
An accurate way to measure this value 
is by “ton-miles”...the number of miles 
a gallon of gasoline will move a ton of 
car. Average performance in 1930 was 
25 ton-miles per gallon. Today it’s 43 
- or 70% more work per gallon. 


YY; 


PER TON 
MILE 


PER TON 














_ MILE 


Fuel cost per ton mile is down 18% 
since 1930. To move a ton of car a mile 





took 24,¢ worth of fuel. Modern gasolines 
move today’s heavier cars a ton-mile 
for about 4%4¢. When you remember 
you are buying performance, gasoline 


costs less today than in 1930. 








Can you think of any liquid that costs 


less than gasoline 


except water? 


Quart for quart, gallon for gallon, almost any liquid you buy costs more than 


gasoline . . 


In spite of higher operating costs 
in the oil industry, gasoline prices have 
been held down through research and 
intense competition. Since 1930 the 
price of gasoline (excluding taxes) rose 
only 23%. During the same period the 
general cost of living went up 70% 


. and gasoline performance today costs less than it did in 1930. 


The taxes on a tankful of gasoline 
would buy between four and five extra 

“tax-free” gallons. Combined state and 
federal taxes, which help pay for better 
roads, add about 9¢ to the price of every 
gallon... nearly 30% of your gasoline 
dollar ieee no gasoline at all. 


STANDARD OIL COMPANY OF CALIFORNIA plans ahead to serve you better 


NATIONAL 
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Oil Burners: False Economy? 


Decidedly so, says Lionel Jacobs. He argues 
that greater efficiency is more important 
than saving a few dollars on burner costs 


To THE Epitor: 

I am most interested in your article 
on “New Ideas for Burner Efficiency” 
(August, p146). 

It has taken a long time for the oil 
industry to realize the vital importance 
of high efficiency in burner operation, 
and only a few companies, like Gulf, 
have attempted to find solutions for 
or even realize the problems. With 
respect to home heating, the attitude 
has been that the individual expendi- 
ture for fuel was so small the question 
of a few per cent saving meant noth- 
ing and the price of equipment was 
much more important... . 

If the fuel distributor, by saving 
a few dollars on his burner costs, 
inherits a heavy service cost contin- 
uously, he is in the position of losing 
all his fuel profits for which he has 
worked so hard, and he has a dis- 
satisfied customer. 

Clean, dependable operation can be 
obtained with the right equipment. 
Somehow we must get away from 8% 
CO, and #5 smoke test minimums, 
as specified in Standard Installation 
Procedure—an _ indication of the 
burner manufacturers’ thinking. The 
apathy and price consciousness of 
the manufacturer and his customers 
has resulted in several million poten- 
tial oil burners being diverted to gas. 
This will go on unless steps, such as 
Gulf is sponsoring, are taken prompt- 
ly. 
Much of the blame for customer 
dissatisfaction has been placed on the 
serviceman, and we all know that 
there have (of necessity) been plenty 
of poor mechanics. But by and large 
servicemen have done a remarkable 
job with what they had to work with 
. .. Today the user expects no more 
trouble or disagreeable conditions 
from his heating plant than he gets 


COMING IN 
OCTOBER 
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from his room cooler. And there is 

no reason, except bad habits, why he 
should have them. 

LIONEL L. Jacoss 

Lionel L. Jacobs & Son 

Wayne, Pa. 


NPN Gets Around 


>You will be interested to know of 

the tremendous response to youl 

story on my new service station de 

sign in the May issue of NPN (p94). 

Marketers from every section of this 

country, Canada and as far away as 

Norway have requested information 

This all proves that NPN performs 

a genuine service to our industry 
Many thanks for a good story. 

PHILLIP BOoEy! 

Commission Agent 

McAllen, Tex 


“Majors are Price Cutters” 


> After 35 years as an independent, 
I tend to agree with Willard Wright's 
statement that there should be no price 
differential between major oil com- 
pany and independent oil company 
gasoline brands (May, p82). 

This might sound strange coming 
from an independent, but when you 
look at it on a business basis, you wil 
find that for an independent to com 
pete on an even price basis with mos 
majors in the Houston area, the inde 
pendent must sell at a minimum of 
3.4¢ below the major company posted 
price. 

Most independents sell 88 octan 
for regular while most majors sell 92 
plus for regular. This amounts to a 
price cut of 0.5¢ per gallon. Over 
60% of the major service stations in 
Houston, under normal price 
tions, give double trading stamps that 


condi 


PLAN ‘59: A full issue 
of ideas to help you beat 
tomorrow's competition 


NEWS 


substituting one of these “spares.” With the truck back in service, you 
can clean, repair or renew the parts at leisure. 


EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 





because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 





EVER-TITE There are no sliding 
Adapter and rings—no springs, 
Coupler 


ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 

If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 








EVER-TITE EVER-TITE COUPLING CO. INC. 
Shank Hose 254 West 54th Street 
Coupling New York 19, N. Y. 


Dust Cap 
| EVER-TITE Dust Protectors 











RS 32 
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“anGELUS 


CAN CLOSING MACHINES 


Angelus seamers are 

round can closing re 

petroleum products /fiquid or solid, from 30 
up to 500 cans per minute. 


Angelus machineg are rugged and 
dependable; they are simple to operate 


and maintain; they represent the 
lowest possi initial investment. 


: iyears of experience and 


is the nation’s: onl ‘manufacturer exclusively 
producing atomatic round can closing 
machines. Welt today for complete details. 
Specify produ@ 8, can dimensions and 
capacity require 


MN GELUS 


Sanitary Can Machine Company 
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amount to a 5% discount (5% of 
normal major oil company price of 
29.7¢ per gallon amounts to a price 
cut of 1.485¢ per gallon). Now we 
come to the biggest nationwide price 
cut and restraint of trade gimmick 
that has ever been put over on the 
independents—the major oil company 
credit card that costs over 1.5¢ per 
gallon. . . . Over 50% of the retail 
gasoline sold by majors in Texas is 
sold on credit. 

We think it’s time for Mr. Wright 
and all the majors to take a look 
around and see just who are the 
“price cutters.” Mr. Wright and people 
who think as he does, who try to fix 
prices to their advantage and who 
are short sighted will eventually bring 
about an end to the independent pro- 
ducers, refiners and retailers and 
nationalization of the entire petroleum 
industry. 

THOMAS J. WEBB 
Webb Oil Co. 
Houston, Tex. 


Attention Canadian Jobbers 


>For quite some time now, I have 
thought that we should have a Canad- 
ian jobbers association. 

Personally we have been in business 
for 35 years. No doubt some jobbers 
in eastern Canada are members of 
the American Petroleum Institute, but 
my thought is that if we had a jobber 
organization in Canada, we could 
hold our own annual meetings in our 
cities across this Dominion. I believe 
it would be possible to line up many 
members. 

Should any of your staff or readers 
have ideas about such a scheme, we 
would be glad to hear from you. 

F. G. Davis 

Manager 

Stewart-Davis Oils Ltd. 
517 8th Avenue West 
Calgary, Alta. 


Gulf’s Bypass Program 


POn page 27 of the July issue, the 
commission rates cited to distributors 
on Gulf’s bypass programs have been 
misquoted. 

At dealer outlets where Gulf has 
no financial interest, such as term 
leases or fee properties, distributors 
receive the normal commission of 
1.65¢ per gallon on house brand and 
1.75¢ on premium gasolines. 

At stations owned in fee or under 
lease where the distributor makes de- 
liveries, his commission will be re- 
duced 0.5¢ per gallon. 

At stations owned in fee or under 
lease where deliveries are made by 
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Gulf, the distributor’s commission wili 
be reduced 1¢ per gallon. In this 
category the distributor then will be 
paid a service charge of 0.65¢ per 
gallon on house brand and 0.75¢ on 
premium. 

I am sure you can appreciate that 
some misunderstanding could prevail 
with Gulf distributors in other sections 
of the country from the information in 
your article. It would be appreciated 
if you would rectify this discrepancy. 

C. B. PRESCOTT 

Division General Manager 
Gulf Oil Corp. 

New Orleans, La. 


Colored Lights At Stations 


PWe read with interest ‘What's 
New In Lighting” (July, p97). 

We believe, however, that there is 
an important omission in one sub- 
section, “Mercury Makes Headway.” 
You say, “Almost any operations 
man—and some fixture manufacturers 
too—can explain in detail what those 
blue-green mercuries do to. station 
color schemes, the paint colors on 
automobiles and the human com- 
plexion.” You apparently are talking 
about the lamp with the clear enve- 
lopes. Appreciable color improvement 
is obtained by coating the inside of 
the bulb with a phosphor. Such lamps, 
called “color improved,” have been on 
the market for a number of years. 
These are recommended by us, and 
have been installed in many stations 
for approach and yard lighting. For 
such applications, the lighting has 
been found to be satisfactory. 

FRANCIS LAGO 

Marketing Engineering Department 

Socony Mobil Oil Co. 
New York 


All Akout Bartlesville 


>I am disappointed and hurt by 
two very apparent errors in NPN’s 
item on toll-TV (July, p95). 

First off, we of Cities Service Oil 
Co. (Del.) feel slighted in not being 
mentioned as headquartered at Bart- 
lesville. We were here fustest and, 
together with Phillips, contribute 
mightily to Bartlesville’s growth. 

But maybe it’s just as well Cities 
Service was not mentioned as head- 
quartering in Bartlesville. We disclaim 
all accusations of being a “Bartles 
villian.” A native of Bartlesville is 
either a “Bartian” or a “Bartivan.” 

JOHN STEIGER 
Superintendent 

Publications and News 
Cities Service Oil Co. (Del.) 
Bartlesville, Okla. 
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Easier to operate on any job — 


Bennett Big G 2.22%... 
TRANSFER PUMP 


Se 


Bennett’s Big G is built to with- 
stand rough treatment and deliver 
more gallons with less work. 

Easy, natural lever-action delivers 
a constant flow of twenty gallons a 
minute—with up to a 20-foot lift. 
Sturdy all-metal body assures long 
life. Bronze automotive-type pistons 
do away with trouble-causing ex- 
pander springs, and diaphragms and 
assure dependable service under 
severe conditions. 

Vacuum breaker permits complete 
hose draining and prevents siphon- 
ing. Never needs priming. Wide 
variety of models. 


eeeeeeeeeeeeer 
>. 
eeeeeeeeeeeee 


JOHN WoOD COMPANY « fcrs:’scncc**" 


IN CANADA: JOHN Woop Company LIMITED « Toronto + Montreal * Winnipeg * Vancouver : 


NEWS 
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C. D. HIRLEMAN FINDS HIS NATIONAL SYSTEM gives him absolute operational control—helping him prevent losses and increase profit. 


“My C&alional Cash-and-Credit System 


saves me 4,150 a year... 


pays for itself every ol months. ’’—Hirleman’s Esso Service, Hillside, N. J. 


“T have a lot more confidence in the 
handling of daily transactions since 
my new National System was in- 
stalled,” writes C. D. Hirleman, of 
Hirleman’s Esso Service. “Because 
of the cash, credit, and departmental 
control provided by my National, I 
feel free to leave the station more 
often, knowing that when I return 
my National will give me a true, ac- 
curate accounting of all sales. 

‘““My National has practically 
eliminated cash shortages. Individ- 
ual sales totals and a separate cash 


drawer for each attendant enable me 
to find discrepancies immediately. I 
can keep a strict control over credit, 
too, because of the printed entry re- 
quired on all charge transactions. 

“By providing me with tight con- 
trol and smoother, more efficient rec- 
ord-keeping, my National System 
saves me $4150 a year... pays for 
itself every 11 months.” 


OF ge ee 


Owner, Hirleman’s Esso Service 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES e¢ HELPING BUSINESS SAVE MONEY 


12 


NATIONAL 


Your service station, too, can enjoy the 
increased efficiency and economy made 
possible by a National System. Nation- 
als pay for themselves quickly through 
savings, then continue to return a regu 

lar yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main 

tenance Plan. (See the yellow 

pages of your phone book.) 


“TRADE MARK REG. U.S. PAT. OFF. 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


wer Paper (No Carson Required) 
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Money-Making Ideas 


A canine clientele can 
pay off for a station > 


Pushing credit for more 
. how to build 
gasoline sales with a 


business . 


car wash ... using movies 


TALK ABOUT SERVICE! A North 
Carolina dealer has arranged with a 
local bank to have a branch banking 
office in his station. It’s hard to tell 
how much extra volume the bank 
draws, but it helps identify the station 
as a “complete service” stop. Business 
tie-ins like this, however, aren’t rec- 
ommended for smaller stations. Busy, 
high-volume outlets can profit most 
from such a deal. 


$ 
CREDIT CARD EXCHANGE ar- 
rangements bring a lot of business to 
dealers in resort areas. So Skelly 
thinks it’s only good sense to bid for 
the traveler’s business at the point of 
sale. Skelly dealers can now get a 
special A-board that reproduces the 
trademarks of six other oil companies 
underneath the headline: “We honor 
these credit cards.” 


$ 


CAR WASH operators in the Chicago 
area give customers tokens with each 
wash job. They're good for discounts 
at the gasoline pumps up to 3.5¢ per 
gal. Tokens can also be used by your 
dealers for station openings and pro- 
motions. Customers will keep coming 
back to “spend” their tokens at the 
pumps. 


Hy 


D 


FOR STATION OPENINGS or sim- 
ilar special events, your dealers may 
be able to use a giant replica of a bot- 
tle of Coca-Cola as a novel display 
idea. They are available in some areas 
from local bottlers, generally in con- 
nection with a free offer of a carton 
of Coca-Cola. Aside from the initial 
drawing power of the gift, repeat 
visits can be assured by offering some- 
thing for the return of the empty 
bottles, such as a free lubrication, 
trading stamps or similar inducements 








ff 


This ‘Dog Station’ Is a Money-Maker 


Long Island Shell dealer Joe Ptacek has his customers almost literally 
on a leash. Since opening up in suburban Greenvale two years ago, Joe and 
partner Tom Neefus (picture) have fed countless handfuls of “Yummie 
dog candy to every canine customer that turns up at the pumps 


The result is that drivers in this densely dog-populated area can't pass 


the station by; dogs won’t stand for it. 


Ptacek-fed poodles bark hungrily 


every time they approach the station at Glen Cove Road and Northern 


Boulevard. 


Station men always ask permission before feeding the dogs, though. The 
same policy holds for lollipops, the station’s only other regular promotion 
Parental OK is a must before kids get the candy 


The station doesn’t go in for discounts or trading stamps, but business | 
still improving, says Neefus. “The big thing is the Yummies and lollipops 
keep the same faces coming back. If the dogs don’t make ‘em, the kids will.’ 


CREDIT CARD IMPRINTERS can 
be used anywhere in or out of the 
station. For dealers who do a lot of 
pickup and delivery 
good plan to equip tow 
other service vehicles with extra im 
printers. Makes it an easy matter to 
complete the credit card transaction 


business it’s a 
trucks or 


whenever a car is delivered to a cus 
tomer’s home. 


$ 


THE HOME MOVIE hobby has a 
practical business use, a Canadian 
dealer finds. He takes movies of his 
station crew at work on the driveway, 
and shows the results at staff training 
sessions. Gives the men a chance to 
see how they look in action and pro 
vides the dealer with a do-it-yourself 
visual training aid 
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CASH IN on the boating boom. Here's 
how a Des Moines, Wash., Union 
dealer promotes more pleasure boat 
ing business for himself. He main 
tains an accurate gasoline purchase 
file for customers who buy fuel for 
their craft. When tax time comes, hi 
has complete records to help them 
claim tax rebates. His station became 
headquarters for a 
drive to get a public mooring ramp 


petition-signing 


> 


A TEXACO DEALER in Meriden 
Conn., uses his movable-letter bill 
board to lay his sales message on 
words 


the line in just four Copy 


reads 
HAVE Ol 


WILL CHANGI 





‘PORCELAIN 
AN La 


It’s because Davidson Porcelain Panels offer the distinc- 
tiveness and versatility of design, and on-the-job erection 
economy. These specific advantages hold true, whether ENCLOSE IT 
for one building or several, large structures or small ! QUICKER 
with 


Kngineered to duplicate uniformity of building designs, 





Davidson panel assemblies assure you of design identifi- 
cation. Whatever the location, Davidson Porcelain # 
Panels can be used in virtually any way you may decide 


— get the job done quicker and at less cost! 
PORCELAIN PANELS 


Engineered to fit your design 


Contact a Davidson distributor (listed in your phone 
book under “Porcelain Enamel’) or write direct. 


"Names on request. 


DAVIDSON ENAMEL PRODUCTS, INC. 


SUBSIDIARY OF FENESTRA, INC., DETROIT, MICHIGAN 
1123 E. KIBBY STREET, LIMA, OHIO 
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What They’re Saying 


About deserving bank loans . . . the good side of 


the recession... ads “swaying” the press... TBA 


dealer sales .. . profit and expansion needs 


6¢ Why can’t a jobber get money from 
his bank? Because in most cases he 
doesn’t deserve it. Bad books, falsely 
representing his picture, sloppy oper- 
ations, unwise use of earnings, failure 
to sell himself and his enterprise to his 
banker . . . Let’s get with it and get 
the banker on our side by establishing 
normal worth at a normal rate of 
growth. I do not consider the job of 
selling your banker on your honor and 
credit a normal function of your sup- 
plier. And a dependence on your sup- 
plier for normal financing can only 
result in the loss of what little inde- 
pendence you have left.” Samuel B. 
Wilkes, Crown Petroleum Corp., Hart- 
ford, Conn. 


¢¢ Great good will come from it [the 
recession], if we keep from tinkering 
with it. . some inefficiencies are 
being forced out of our productive 
processes. Productivity per man-hour 
is increasing once again. We are learn- 
ing how to sell again. Waste is being 
eliminated. We are establishing a 
much firmer base from which we can 
advance to the greater activity which 
is bound to come.” Robert L. Minck- 
ler, president, General Petroleum. 


¢¢ A word of warning: never, NEVER 
attempt to use your advertising 
schedule to extort favorable treat- 
ment in the news columns.” Charles 
N. Pollak, manager, public relations 
department, Tidewater Oil Co. 


6¢ Most oil companies are still faced 
with the fact that 25%-30% of their 
dealers are selling 70%-75% of their 
TBA volume. The uneconomic side of 
this statistic is that 70%-75% of deal- 
ers are doing only 25%-30% of the 
volume.” J. L. Lenker, vice president, 
British American Oil Co. 


€¢ The current level of profits is com- 
pletely inadequate to do the job pro- 
fits must do if business is to continue 
to grow and prosper. The inflationary 
spiral is making it increasingly difficult 
to meet the tremendous requirements 
of our expanding industry—for which 
we need to spend about $73.5-billion 
during the next decade. Sun itself will 
require $1.25-billion for capital in- 
vestment during that period.” Donald 
P. Jones, comptroller, Sun Oil Co. 


Cit is our conviction that too little 
money is being spent in selling the 
heating oil business.” Robert Elmslie, 
managing director, Oil Heat Institute 
of Washington, Seattle. 


€¢ Our coordination committee has 
a ‘marketing’ approach to the job. 
They start with what the marketers 
think they’re going to be able to sell 
and where they think they can sell 
it. . . . We don’t build a shiny new 
refinery just because we like shiny 
new refineries, and then call in the 
salesman to find a market for the 
products. We try to figure out where 
and how much oil we can turn into 
money at a profit, and then we plan 
back as far as we can.” Vernon A. 
Bellman, director of domestic market- 
ing, Socony Mobil Oil Co. 


¢¢ The oil industry has been and re- 
mains the federal government’s par- 
ticular and long-suffering victim.” W. 
K. Whiteford, president, Gulf Oil 
Corp. 


¢ The Bureau of Mines is currently 
investing about $2,125,000 for re- 
search on petroleum, natural gas and 
oil shale. The bureau estimates that 
the petroleum industry is spending 
about 100 times this much. It is now 
important to step up private research 
on oil shale. Our proved petroleum 
reserves amount to about 36-billion 
bbl. but the reserves of oil held in oil 
shale are over 950-billion bbl. 
about 30 times as much.” Fred A. 
Seaton, Secretary of Interior. 


(¢ There have been far too many wild 
stories and too much misinformation 
about nuclear power. People have the 
impression that in a year or two, one 
will buy a small box at the 10-cent 
store, hang it on a basement wall and 
have no further expense for fuel or 
electricity during the life of the 
house.” Thruston B. Morton, Demo- 
cratic senator from Kentucky 


CC I'll know when to quit when I’m 
not hungry any more. The mind is a 
funny thing. You can keep your mind 
hungry even when you're not hungry.” 
Floyd Patterson, heavyweight boxing 
champion, asked when he would stop 
fighting. 
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There’s more 


PROFIT 


for you from 
battery sales... 
when your 
private brand 
battery servicing 
equipment Is 
made by 


A COMPLETE LINE: 


PULSE 

MAINTAINERS 

Based on a new principle 
developed jointly by 
MOBIL and FOX. Keeps 
wet batteries factory-fresh 
by an automatic and pe- 
riodic boost charge. 


CHARGERS 

Deluxe mobile or hand 
portable. With or without 
tester. Charge cut off by 
automatic thermostat cir- 
cuits or timers. Silicon or 
selenium rectifiers. 6, 12 
or 24 volts. 


TESTERS 

New type. Overall 12 
and 6 volt testers. Do 
not require individual 
cell prodding. Show 
battery charge, battery 
condition and genera- 
tor-regulator system. 


ENGINEERED AHEAD FOR 
PROFITABLE OPERATION 


NATIONWIDE SERVICE FACILITIES 





PRODUCTS COMPANY 
4710 North 18th Street 
Philadelphia 41, Pa. 








New way to cut costs, increase profits: 


PERMANENTLY-ATTACGHED HOSE COUPLINGS 


Scovill’s permanently-attached fuel oil and gasoline 
pump hose couplings can save you money by elimi- 
nating the unnecessary... the hidden. . . costs of re- 
attachable couplings. These unseen costs include such 
expenses as removal-time of old hose couplings, stor- 
age, shipping, paper work, re-attachment, and many 
more. 

Hidden costs added to the higher initial cost of re- 
attachable couplings mean one thing: it will actually 


cost you less to throw away a used Scovill perma- 
nently-attached coupling than to recondition a re- 
attachable coupling for re-use. 

It’s easy to see Scovill permanently-attached coup- 
lings save all along the line. For full details on the 
advantages and savings of modern permanently- 
attached hose couplings write: Scovill Manufacturing 
Company, Hose Coupling Department, Waterbury 
20, Connecticut. 


by SCOVILL 
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LUBE OIL ADDITIVES 











With NEW oronite’ 


NEW product-performance 


Oronite Chemical Company’s rapid growth as a major additive supplier is due 


to continuous and intensive research to provide new and better additive prod- 


ucts that are needed today to fulfill the increased demands placed on motor 


: : : 
oils by today’s more powerful gasoline engines. 


NEW CONCEPT— Oronite 


The modern high-compression gasoline engine is very 
sensitive to wear and deposits, particularly when op- 
erating at low temperatures and also because of poorer 


“ce 


combustion from “stop-and-start” driving. Today’s 
conventionally compounded motor oils do not control 
deposits and wear in the later-model engines. These 
new factors clearly indicated the necessity for a new 
type oil additive which would reduce deposits under 
light load conditions without adding to knock or pre- 


ignition combustion chamber deposits. 


New Oronite “60” Series lube oil additives were spe- 
cifically designed to mect the prec ise requirements of 
the modern automobile engine and everyday “stop- 
and-go” driving service. Behind the development of 
“60” Series additives was a multi-million dollar re- 
search program involving years of laboratory work 


and six million miles of field testing. 


Compounding with Oronite “60” Series additives you 
will have “years ahead” motor oils that out-date, out 
perform anything now on the market. You can pro- 


vide your customers or use in your own gasoline 


“60” Series Additives! 


driven equipment, motor oils that are truly designed 
for the equipment—oils that will provide better en- 
gine protection, reduce engine wear, minimize engine 
deposits and ring clogging, offer better protection 
against corrosive wear, and oil screen clogging. Long- 
er engine life is assured. 

New Oronite “60” Series additives incorporate an 
ashless detergent component that virtually eliminates 
oil ring clogging, reduces cylinder and ring wear to a 
very minimum. The result is a marked improvement 
in engine life and service under all types of operating 
conditions. 

Oronite “60” Series additives can provide you an im- 
portant “first” in marketing a superior compounded 
motor oil for the present and future-—in compound: 
ing single, dual or multi-graded oils of outstanding 
performance, 

Get the complete story on new “60” Series lube oil 
additives. Contact the Oronite office nearest you or 
write for technical bulletin giving complete proof of 


“O00” Series’ capabilities. 


Copyright © 1958 by Oronite Chemical Company. All rights reserved under Pan-American copyright convention. Litho in U.S.A 





Lube Oil Additives 





standards are now possible! 


NEW! Two-cycle Engine 
Oil Additive! 


For the first time two-cycle engine oils can be com- 
pounded that will solve the lubrication problems nor- 
mally encountered in two-cycle gasoline engine op- 


eration. 


Oronite’s new additive OLOA 340C€ was specifically 
developed for high outpul two-cy¢ le outboard motors. 
chain saws, power lawn mowers, foreign motor 
scooters and bike engines. It offers the oil marketer 
an opportunity to expand into this rapidly-expanding 


lucrative market with new advanced oils. 


Extensive performance data obtained both in the lab 
oratory and in field testing shows that OLOA 310€ 
additive: 
1. Reduces port blocking and keeps power output up 
2. Minimizes ring sticking and piston seizure by controll 
ing deposits. 
. Adds rust inhibition, to avoid engine storage problems 
. Adds anti-wear properties for protection against EP 
wear and scuffing. 


5. Has anti-plug fouling characteristics. 


OLOA 340€ is a complete multi-component pac kage 
additive that can be ¢ ompounded with any base stock 
to provide better engine performance and reduce en 


gine maintenance, 


Write for full information field tests, performance 


ratings, formulations, samples. Contact the Oronite 


oflice nearest you. 


NEW! Detergent-action 
Diesel Fuel Additive! 


Oronite’s new detergent-action Diesel Fuel Additive 
OFA-205 prevents gums and rust from forming in 
Diesel Fuel systems. Air pollution is an important 
problem in most areas today and authorities point to 
exhaust smoking as contributory to air pollution By 
kee ping injectors clean for extended yp riods, diesel 
fuels compounded with OF A-265 will maintain clean 
exhausts. high power and low fuel consumption chat 
acteristics of new injectors. The improved rust pre 
vention properties of OFA-265 also insures against 


costly rust damage to fuel system 


Contact the Oronite office nearest you for complete 


information on new Diesel Fuel Additive OF A-265 


NEW! A Synthetic Agent 
for Lubricating Greases! 


I he unique propertse of Oron 
agent makes possible the product 
yo rformance grease lubricants for 
cations. Whether you make multi-p 
ricants, automotive. arreralt. mat 
or special purpose greases, you Ww 


GA-10 offering great new pot ntial 


Write o1 phone the Oronite ollice nearest you for tech 


nical bulletin and GA 10 product imple 





Custom formulations to your requirements! 

Oronite realizes that every additive application is somewhat different and 
that each must be considered individually from a price and performance 
standpoint. Oronite’s willingness to provide individual attention to each situa- 
tion is exemplified by the fact that Oronite supplies over a hundred different 
additive compounds—having recorded engine tests on many hundreds. What- 
ever your base stock or requirements from a finished oil—it will pay you to 
consult with Oronite. 


Special-performance or complete-performance additives! 

Oil marketers who desire added emphasis on single performance character- 
istics in finished products specify Oronite’s single performance additives. 
Want added detergent-dispersant or extreme pressure wear properties, great- 
er resistance to corrosive wear or special low temperature performance ? 
Oronite can provide you any of these in single additives. Or, if you require 
“complete performance” from an additive formulation, Oronite can provide 
you economical additive “packages,” with well-balanced performance charac- 


teristics. 


Oronite— petroleum and petro-chemical experience! 

Working with Oronite, you can draw on the long and valuable experience of 
people engaged in retail petroleum marketing as well as people who research, 
develop, manufacture and market additive products. As a leading manufac- 
turer of petro-chemical products, with closely affiliated sister companies in 
petroleum production, manufacture and research, you can be assured of addi- 
tive products of dependability, high performance and at fair prices. Why not 
talk it over with Oronite ? 


Oronite—research and manufacturing facilities! 

From California Research Corporation, Oronite’s research affiliate, comes a 
constant flow of new ideas and concepts to match the challenge of America’s 
engine manufacturers. With “years-ahead” additive products being con- 
stantly researched and tested, you can be assured that if you do business with 


Oronite, you will be FIRST to have the most advanced additive products pos- 


sible. 


ORONITE CHEMICAL COMPANY 


A CALIFORNIA CHEMICAL COMPANY SUBSIDIARY 


EXECUTIVE OFFICES e 200 Bush Street, San Francisco 20, California 


SALES OFFICES e New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattle 


Foreign Affiliate: California Chemical International, Inc., San Francisco, Geneva, Panama 
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EXPANSIVE CANOPIES are a hallmark of BP Canada stations. Island banners read “tree gifts” 


What BP Plans for the Future 


Still a new face in Canada, this offspring of a European giant 
has ambitious expansion plans. Here's a look at them 


BP CANADA LTD., a lusty new- 
comer to the Canadian market, is 
gazing at its trading area with an 
expansionist’s eye. 

BP moved into the market a year 
ago May; now it’s aiming for 400 out- 
lets by the end of this year. Of these, 
300 will be in Quebec, the remainder 
in Ontario. Roughly 30% will be BP- 
built; the rest, acquisitions. In Ontario 
new construction will probably spread 
westward from Ottawa toward Kings- 
ton. 

Beyond this, management intimates 
it expects pretty complete distribu- 
tion throughout Quebec and eastern 
Ontario by mid-1960. That target 
date would coincide with the coming 
on stream of the new 25,000 b/d 
Montreal refinery. First year’s through- 
put will be in the 15-20,000 b/d range. 
Biggest station push probably will 
come in 1959. 

Where possible, BP would rather 
buy than build. “What’s the point in 
diluting the potential?” says R. E. 
Crighton, general sales manager. 

Organizational Depth—Key to the 


By M. M. GUTWILLIG 
Montreal News Bureau 


success of the BP kickoff, says T. 
Graeme McLintock, vice president 
and general manager, is that “we 
organized in considerable strength 
while still in the planning stage 
This is vital, because once market- 
ing gains the momentum required to 
break into a new market the time 
of our executives will be taken up 
more and more by day-to-day de- 
cisions.” 

Right now BP Canada’s adminis- 
trative staff consists of 250 person- 
nel. (Of these, six executives are 
from Britain, the rest from Canada.) 
Even before BP sold a single gallon, 
it had 16 sales executives and five 
desk clerks. Policy was written out 
at the beginning to avoid fumbling as 
operations began. Administrative costs 
are still out of line with immediate 
earning prospects, but eventually, 
BP says, these will fall into a logical 
ratio. 

The company has remarkable 
depth in both staff and line market 
ing management. BP thinks it has 
placed more authority in the hands 
of its district and divisional offices 
than perhaps any other oil company. 

Stations—BP’s Canadian-conceived 
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outlets, featuring a sweeping trans 
parent plastic canopy are settling into 
three basic designs: 

e Type 1, the original, has a build 
ing shell valued at about $22,000. It 
depends on a great deal of prefabri 
cated porcelain enamel steel sections 
This design is intended for outlets 
handling better than 200,000 gal. a 
year. 

e Type 40 relies less on prefab 
porcelain, saves about $5,000 in shell 
cost. By leaving a gap _ between 
canopy and building, BP conforms 
with fire marshal regulations in some 
parts of Ontario that prohibit th 
canopy from joining the building 
Type 40 format is likely to become 
the most popular BP station design 

e “Rural” type, Crighton says, | 
a misnomer. It will be used wherever 
volume dips 150,000 — gal 
Economies are in the size of the 
office and washrooms, and in the use 
of local materials, including stucco 
facing on block. Usually 
these stations will have no canopies 
although in some cases a free-stand 
ing canopy may be installed over 
the pumps. 

Station painting decor has under 


below 


concrete 
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gone some changes. Green and yellow 
remain BP’s basic colors, but their 
tones have been brightened consider- 
ably. Off-white has yielded to white 
as the principal background color. A 
heavy horizontal canary-yellow band 
crosses the top of each station struc- 
ture; green trim is used sparingly. 

Dealer Recruiting—BP Canada 
draws its dealers from each locality. 
Experience is one factor in the com- 
pany’s rating scale, but salesmanship 
and an eagerness to learn probably 
rate highest. 

McLintock says, “All oil companies 
are going to have to give the dealer 
a better shake. The dealer is the man 
who can put us on the map. We're out 
to give this small, independent busi- 
nessman the prestige and standing he 
deserves in his community. We hope 


we're successfully building the impres- 
sion that we’re good people to do 
business with. By 1960 we hope to 
have a completely loyal dealer 
organization.” 

Here are a few of the benefits BP 
holds out to dealer candidates: 

e A three-year rental lease, which, 
Crighton says, “stipulates that we 
can’t raise a chap’s rent simply be- 
cause he does better than we 
expected.” 

e Washing and _ greasing equip- 
ment is installed in each new outlet 
at BP’s expense. Equipment is rented 
to the dealer, but if he makes a modest 
quota, there’s a rental rebate at the 
end of the year. 

e A company-organized hospital- 
ization and group insurance plan for 
all dealers, said by BP to be the only 


THE 300! 


Serving Particular Oil Men 
In Every State of the Union 


NOW AVAILABLE IN SPECIAL 
HIGH GRADE ALUMINUM ALLOY 


LIGHTER WEIGHT — LOWER COST 
Specify Fig. 300AL 


Morrison 
Fig. 300 
(Brass) 

Fig. 300AL 


(Aluminum) 


Features of the Outstanding 300’s 
Compound trigger action assuring smooth, controlled 
flow at all times, regardless of pressure. 
packing rings give extra long leak-proof service. 
Trigger guard easily replaced in case of damage. 
Curved tubing spout locks in any desired position. 


MORRISON BROS. COM PANY 
OIL EQUIPMENT HEADQUARTERS 


DUBUOQU €, 


Oversized 


1OWA 
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one of its kind in the Canadian oil 
industry. BP contributes to each 
policy, kicking in about 10% of the 
premium to start, and increasing its 
contribution with the dealer’s length 
of service. 

e Uniform allowance—fixed ac- 
cording to gallonage—is given the 
dealer at the end of each year, if he 
and his staff have worn their uniforms 
during the entire year. For example, 
a 200,000-gal. dealer would get a 
uniform allowance voucher for $70. 

e Advertising allowance offered by 
BP to its dealers runs to 60% of the 
cost for a full-page newspaper ad 
and 50% for a half page. Ads may be 
run as frequently as the dealer wishes. 

Dealer Training—“No man is left 
to open a station on his own,” says 
Crighton. All BP dealer-recruits, 
whether experienced or not, go 
through the company’s two-week 
training program, developed after 
months of study of all major Europe- 
an and North American training 
programs. 

The trainee spends the first week 
in instruction at the head office. The 
second week he goes to his station, 
accompanied by a field trainer who 
observes his on-the-job performance. 
Any dealer weaknesses are noted on 
an index card by the field trainer, and 
kept on file for remedial action. 

Sales Promotion—‘Until we get 
distribution,” says McLintock, “we’re 
pushing the man rather than _ his 
product. There’s no point in getting 
people steamed up to buy BP prod- 
ucts until they’re readily available.” 

This has meant that all advertising 
emphasis is at the local level. Probably 
the most potent attack at the local 
level is a house-to-house canvass made 
by the dealer. 

Whenever possible, BP dealers go 
out and ring local doorbells. After a 
brief introduction, the dealer offers 
a voucher for a free grease job. He 
also leaves a booklet discussing the 
BP organization and telling about 
the dealer and his family, with a pic- 
ture of the dealer. This approach rates 
high with BP marketing strategists. 

BP is somewhat cool on razzle- 
dazzle station opening promotions, 
although the company will go all out 
to help a dealer launch one. “But a 
crowded station opening is the wrong 
way to impress prospects with your 
service,” Crighton says. “The interest 
is apt to be fleeting.” 

Instead of honoring competitive 
credit cards, BP offers on-the-spot 
credit up to $10 for holders of other 
cards. The competitive card is used 
merely as a credit reference while 
the prospect signs up for a BP card. @ 

More regions on page 25 
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nemenmber! 


th annual 
PLASTI-LINE 
SIGN CLINIC 


, October 1 &2 


KNOXVILLE, TENNESSEE 


illuminated plasiic 
signs of success 


September, 1958 * NATIONAL PETROLEUM NEW 





PRE! -0C7 OQ -and youre 


open for bucinece! 


With LuBar permanently installed on your islands, 
you can be open for business in seconds. No equip- 
ment to shuttle back and forth each day—no doors 
to store! Simply turn key in the lock—swivel panels 
open 180°—start selling oil and TBA on all 
four fronts! Big, eye-catching LuBar puts 60 quarts 
of oil within easy reach—or combines oil with 


There i's no substitute 


e Sells on 4 fronts! 
e No doors to store! 


e Large space 
for empties! 


e Sells both oil and TBA! 


TBA. Pegboard inserts snap into place over 
empty panels. Large, concealed compartments 
drain and store empty cans — keep station clean. 
There’s even storage for pouring spouts. Install 
LuBar parallel or diagonally. Install LuBar soon! 
Call your Tokheim dealer, or write direct to fac- 
tory for illustrated literature. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 


for TOKHEIM QUALITY / 


OKHEIM 


Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 
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The Midwest: 


Kentucky jobber sells 
... brush-up on burner 
service ... jet business 


RIVER STATES OIL CO., Evanston, 
Ill., is growing in the Midwest mar- 
ket. Its area is Minnesota, Illinois, 
lowa and Wisconsin. 

The company has assumed all mar- 
keting responsibiity for products 
processed for sale by the Superior 
Refining Co., Superior, Wis. The 
plant’s capacity is 13,000 b/d now 
and will be expanded to 15,000 
b/d. 

Seeking outlets, River States ac- 
quired Northeast Oil Co., Minneapo- 
lis, Minn., which owns and operates 
service stations in the Twin Cities 
area under the brand name “Superior 
400.” 

River States has also become sales 
coordinator of Lake Superior’s mar- 
keting subsidiary, Webb Oil Co., 
Duluth, Minn., with 51 stations. 

The Superior refinery was recently 
purchased by River States’ parent 
company, Murphy Corp. of El 
Dorado, Ark., a firm with extensive 
oil, timber and farming interests in 
the U. S. and Canada. 

Murphy acquired Lake Superior 
Refining Co. and Superior Refinery 
Owners, Inc., in an exchange of stock 
and negotiable notes. It was Murphy’s 
first entry into refining. 


e A pioneer Kentucky oil distribu- 
tor, Ballard Petroleum Co. of Louis- 
ville has been sold for about $100,000. 
It was bought by J. F. Parker and a 
group of other Louisville businessmen. 
The company was founded in 1899. 
It will continue to operate under the 
Ballard name, distributing gasoline, 
fuel oil and other petroleum products. 


e Several heating oil jobbers in 
Wisconsin are really intent on up- 
grading burner installations and burn- 
er service work. 

They sent 47 of their installers and 
mechanics to a 3-day “quickie” 
course in Milwaukee. The course was 
sponsored by Oil-Heat Institute of 
Wisconsin and run by Boston School 
of Advanced Oil Heat Training. 


e A hangar large enough to handle 
150-passenger jet airliners is being 
leased by an airport Sohio dealer, 
Aircraft Service, Inc., at Cleveland’s 
Hopkins Airport. Standard Oil Co. 
of Ohio is financing the project, 
along with American and United 
Airlines. The new hangar, plus a 
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tied-in private hangar for corporate 
aircraft, cost $4,200,000. 


e A “vacation contest” tied in with 
the West Virginia Conservation Com- 
mission was put on last month by Elk 
Refining Co., marketer of Keystone 
gasoline and other petroleum products 
The company’s marketing area is West 


Nosy Lyyegiet 


Regions 


River States Expands Functions 


Virginia and parts of Ohio, Kentucky, 
Virginia and Maryland. 

First prize was 2-week vacation for 
two at any West Virginia state park 
plus $200 cash toward cost of meals 
and transportation; 2nd 
week plus $100, and 3rd prize week 
end plus $50 # 


prize one- 


More regions on page 26 


ECLIPTIC FAUCET 


-Y LIGHT WEIGHT 
Y LOW COST 
-Y FAST FLOW 
-Y SIMPLE DESIGN 
.f BUBBLE-TIGHT 


Note: Newly improved Buna N 
"O" ring seals bubble tight 


—easily replaced 


Sprung Coaded in Open and Closed Positions 


Betts’ newest - 


-~a balanced faucet requiring no latches 


Easily operated, this compact, fast icting Valve 1s av ul ible 


in 3 and 4° sizes with either a flanged or threaded 


connection. Body is cadmium plated. Specify Warren products 


by Betts for tomorrow’s revolutionary designs today! 


MACHINE COMPANY 


WARREN, 


manufacturers of Warren 


NEWS 


PENNSYLVANIA 


valves and ‘'Snap-Seal’’ lamps 
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The East: It’s Back to Burner School Time 


Sico switches... Allied 
celebrates 20th...New 
plant for Loizeaux... 


BURNER SERVICE schools get back 
into full swing this month. 

Oil-Heat Institute of New England 
starts its 14th year of teaching burner 
men new techniques in burner installa- 
tion, service and operation. 

Classes start Monday, Sept. 8, in 
Fitchburg, Mass.; the following night 
in Orono, Me.; Wednesday in Port- 
land, Me.; Thursday in Andover, 
Mass., and Friday in Manchester, 
N.H. Night school is scheduled at 
each place on the same day of the 
week for ten weeks. 

Burner service starts in the Nor- 
folk, Va., area Sept. 5. Through the 


cooperation of Tidewater Oil Heat 
Assn. and Oil-Heat Institute’s distri- 
bution division, a full-year course is 
offered at College of William and 
Mary’s Technical Institute. 

The fall session is open to persons 
without previous burner experience, 
and features elementary service pro- 
cedures. The spring session is open 
to more experienced burner mechan- 
ics. Students completing the first 
course will be certified as oil-burner 
servicemen; those taking the ad- 
vanced course will be certified as 
oil-heating technicians. 


e Allied Oil Co., independent whole- 
sale fuel oil distributor in Philadel- 
phia, is now in its Zlst year. But it 
didn’t let its 20th anniversary pass 
unnoticed. It held a party for more 
than 500 employes, customers and 


Things-Are-Tough-All-Over Department 


DEAR Boss: 

You may think we've got price war 
troubles in the oil business, but you 
haven't seen anything till you’ve seen 
a couple of saloon discounters in 
action. 

| was walking up Eighth Avenue 
toward the New York Coliseum last 
night when I began to spot some 
fantastically low price postings in the 
windows of several Upper West Side 
high-volume booze outlets. 

I don’t hold any of their credit 
cards, but the prices were too good 
to resist. 

Stopping at one that offered that 
vanishing American dream, the nickel 
beer, I got the scoop on the price 
war. Seems a former partner in a 
chain known as the Blarney Stone 
became disgruntled, quit the firm and 
opened up his own stand only two 
doors down the street from one of 
the Blarney Stone’s older stations. 

What’s more, he named it the 
Blarney Stone too — although this 
flag is due to come down following 
a lengthy session with the lawyers. 

Anyway, a few months ago, his 
former partners reportedly decided to 
put the squeeze on the new operator 
and began to bang prices. Powers 
whiskey normally a premium- 
priced product — was cut to two for 
40¢. Four Roses toppled to two for 
30¢. For those patrons whose taste 
buds had become somewhat jaded, 
there were lesser blends on a two-for- 
a-quarter basis. 


26 





— Blarney Stone crap | 
st ANNIVERSARY 


EXTRA SPECIAL ——— | 


In Appreeiation Jo Our Valued Patrons / | 
| 
} 
| 





| 
| 
(a 
4OR A LIMITED TIME ONLY 


(After one sampling of the nickel 
beers for the sake of sentiment, I 
stuck with the high-test stuff — the 
Powers Irish.) 

Anyway, the new Blarney Stone 
got into the price cutting act too and 
the war spread throughout the im- 
mediate trading area. Prices fell up 
and down the Avenue and even 
showed a downward trend one or 
two blocks east and west of Eighth. 

Price, of course, is the major wea- 
pon in the selling arsenal. Service is 
somewhat slack, although encourag- 
ingly enough, the washrooms are 
generally tidy. 

All in all, it was some night. As 
you might guess, I didn’t get to the 
Coliseum, but I felt this investigation 
into the pricing practices of another 
industry warranted my full attention. 





Respectfully, 
LEWIS BRIGHAM 
Staff Writer 


P.S. There weren’t any stamps. 
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friends at one of the local night clubs. 

Allied now has plants and terminals 
throughout the greater Philadelphia 
area, storage facilities for 28-million 
gal. of oil and kerosine, a chain of 
dealer-owned service stations, and a 
chemical division handling a heating 
oil additive, 


e T. R. Loizeaux Fuel Co., Plain- 
field, N. J., heating oil distributor, 
has purchased Boice-Runyon Co., 
Atlantic heating oil jobber in the same 
area with over 700 accounts. 

Loizeaux is keeping the Boice- 
Runyon headquarters as a_ branch 
office and will use the Boice-Runyon 
50,000-gal. bulk plant as a_ pickup 
point for its trucks. The plant is four 
miles from Loizeaux’s plant. 


e Rite Fuel Corp. is adding to its 
4.4-million gal. capacity at its 
Patchogue, L. I., water terminal. At 
a cost of about $60,000, Rite is build- 
ing two 840,000-gal. tanks for No. 2 
oil storage. 


e Sico Co. of Mt. Joy is still Penn- 
sylvania’s largest and oldest private 
brander, even though it has taken 
on the Cities Service banner. 

The reason: Sico’s the Cities jobber 
in Lancaster and York counties; it’s 
still private-brand in Dauphin, Leb- 
anon, Berks, Cumberland, Chester 
and Montgomery counties. 

Sico says the switch to Cities in 
the 2-county area involves 45 retail 
outlets and affects 8%-10% of its 83- 
million gal. annual volume. 

The change to Cities Service in 
part of Sico’s market area does not 
change its corporate setup as a foun- 
dation. Sico says its net earnings will 
still go to provide student scholar- 
ships at five state teachers colleges 
in Pennsylvania. 


e Adam Cook’s Sons, Inc., lubri- 
cating greases manufacturer of Linden, 
N. J., is celebrating its 90th anniver- 
sary this year. The company started 
out in 1868 at Albany, N. Y., claims 
to be the oldest such firm in the 
country. 


e What’s in a word? Hartford's 
Better Home Heat Council is using 
the word “oil-powered” in all advertis- 
ing instead of “oil-fired.” 

Oil-fired, says BHHC, is an un- 
glamorous word that seems to say 
burn, danger, soot. Oil-powered, on 
the other hand, brings forth such posi- 
tive notions as controlled energy, 
superior force, durability. % 
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The Rockies 


Familiar carrier sells 


after forty years... 


THE NAME of R. B. (Dick) Wilson, 
Inc., the most widely known petro- 
leum carrier in the Rockies, has faded 
from the indus- 
try scene. 

The Wilson 
tanker company 
was acquired by 
Denver - Chica- 
go Trucking Co., 
ic., effective 
Sept. 1. D-C 
took over all 
equipment and 
terminals, and 
is re-marking all 
property with 
the Denver-Chicago banner. 

D-C, a dry carrier with coast-to- 
coast routes, thus goes into the tanker 
business. A new tanker division has 
been created, headed by Hugh J. 
Kolowich, vice president of D-C for 
the past five and a half years. 

Modernization Plans — D-C’s put- 
ting on a new fleet of 8,000-gal. 
aluminum tankers and diesel trucks. 
Some 9,300-gal. tanks are on order. 
Wilson’s maximum was_ 7,000-gal. 

The division will have 15 terminals 
in Colorado, Wyoming, South 
Dakota, Kansas, Nebraska, Utah and 
Idaho. 

Denver-Chicago is now the region’s 
largest petroleum carrier. Most of its 
business is deliveries to jobbers and 
dealers from refineries at Denver and 
Casper, Wyo. 

D-C’s equipment will log about 
700,000 miles a month, carrying 
about 20-million gal. of gasoline and 
light oils. 

Other petroleum hauled by D-C 
equipment annually will include 7-mil- 
lion gal. of residual oil, 20-million 
gal. of LPG, 9-million gal. of road 
asphalt, 6-million bbl. of sand frac- 
ture oil, and 3-million bbl. of crude. 

Wilson Retires — With the merger, 
founder Dick Wilson retires. He 
started the company in September, 
1919, while operating a small service 
station in Denver. By 1926 he had 
acquired four tank trucks and was 
making deliveries to several cities. 

Wilson expanded to interstate op- 
erations in 1930 when he contracted 
with El Dorado Refining Co., El 
Dorado, Kan., and began running 
two 4,000-gal. semi-trailers between 
Denver and the refinery. a 


By Frank Pitman 
Rockies Editor 


More regions on page 29 
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A New Vapor Handling 
MOTOR S\jMP 


for petroleum products transfer 


Where vaporizing or vortexing may occur in transport 
unloading, Ingersoll-Rand offers their new “Vapor-flo” 
Motorpump. These self venting pumps can handle and 
discharge vapors while continuing to pump... they will 
not clog or vapor-bind. Built in sizes through 7'> hp. 


The “Vapor-flo” Motorpump 


The secret of this new pump lies in its patented impeller 
design. A diverging impeller with few blades and a 
correctly proportioned casing does the trick. The im- 
peller width increases from center to periphery and thus 
has much greater area at the discharge than at the inlet. 
The liquid pumped cannot enter fast enough to replace 
the ejected liquid and a vacuum space is formed between 
the blades. Any entrained air or gas will enter this 
vacuum space and pass through the pump without vapor 


binding. 


Diverging Impeller with Few Blades 
For normal bulk station service under fully flooded 


suction, Ingersoll-Rand’s standard line of Motorpumps 
through 75 hp offer smooth, efficient, trouble-free service. 


Ingersoll-Rand 


9.258 @ 11 Broadway, New York 4, N. Y. 











Profit Today 
Comes From . 
Efficient 
OT ely ¢-tatoyal 


VANE TT HELP TO 
KEEP YOUR 
MARKETING 
METHODS 

MODERN 


OIL MARKETING 
EQUIPMENT 


MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 1893 


FOR BULK PLANTS 


a“ 


Columbian rigid frame steel warehouse and office build- 
ings give you maximum usable space, strong and fire-safe 
at low cost. Columbian bolted or welded tanks are famed 
for tightness and perfect fit 


FOR SERVICE STATIONS 


Columbian “MARK E€’ 
Steel Service stations are 
attractive, traffic-pulling 
and efficient; wide mar- 
quee on three sides pro 
vides protection for out- 
side displays and cus 
tomers. Columbian under- 
ground tanks provide safe 
gasoline storage. Colum 
bian buckets, cans and 
funnels continue to be 
favorites 





“COLUMBIAN;’ to an oil man, means the 


dependable source of supply for equipment 
needed for the storage and transportation of 
petroleum products. 


Columbian engineering “know how” in the oil 
business can help you in your planning—whether 
your need is for more efficient local delivery, a 
new building, expanded storage capacity, a com- 
plete new bulk plant, a big transport. Columbian 
master-crafted products are ready now to give you 
quick action in upgrading your business... or can 
be expertly designed and custom-built to your 
requirements. 


Let us plan with you on modernization, expansion 
or increased operating efficiency. You incur no 
obligation when you ask for the help of Colum- 
bian's experience. Drop us a line today—ask for 
free literature about Columbian equipment in the 
product line in which you are interested. 


Before you finalize any new equipment plans, 
you'll find it pays in cost, service and quality to 
check with Columbian— 


FOR HIGHWAY TRANSPORTATION 


Columbian Semi-Trailer Transports, in steel, alu- 
minum, stainless and special alloys, for petroleum, 
LPG, asphalt, chemicals or any type of liquid 
hauling. Custom-designed for your needs and 
location. Built stronger, better balanced—maxi 
mum payload for more profit per trip. 


FOR FARM DELIVERY, FUEL OIL 
SERVICE OR LPG DELIVERY 


Columbian stock model truck 
tanks provide more features 
at minimum investments. Fully 
equipped (or adapted to your 
own metering and pumping 
equipment), can be fitted 
quickly to your truck chassis 
Stock Model Farm Delivery 
truck tanks (pictured) avail- 
able in 1,000, 1,200 and 
1,500 gal. capacities with 5 
compartments. 
Columbian Fueloaders, fully skirted, fuel oil delivery truck tanks are 
equipped to make deliveries from either side. From 1,000 gal. to 3,750 
gal. capacities 
Columbian Safe-T-Twins carry Butane and Propane on same load... 
capacities 1,500, 1,700 and 2,000 water gallons. Clean, eye catching 
Columbian single tank designs available in 1,700, 2,000, 2,200 and 
2,500 gal. capacities 


COLUMBIAN STEEL TANK COMPANY 


P. O. Box 4048-1 


Kansas City, Missouri 


STEEL, Master-crafted by Columbian... First for Lasting Strength 
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The Southwest: Adventures in Stationland 


In which the Reid clan 
has a hair-raising tour 
of Texas oil emporiums 


THIS MONTH’S' EPISTLE, dear 
brethren, is designed to show you 
among other things—how your dis- 
ciples of good- 
will and hard-sell 
(or, your service 
station boys) 
haven't all been 
paying attention 
to you. 

Some of those 
located in_ that 
part of Texas 
lying east of the 
Pecos River, at 
least, haven't. 

To back into 
this, the Reid family (one wife, two 
kids, and the so-called family “head”) 
loaded up this summer for one of its 
vacation pilgrimages into — in-law 
country in north and east Texas. All 
but “Blackie” Reid, a tomcat with 
morals blacker than his own fur, that 
is. He had too many civic affairs to 
look after back in Houston. 

I had heard the hard-sell gospel 
(top service and the like) preached 
in NOJC and API committee meet- 
ings in New Orleans not long before 
I looked forward with keen anticipa- 
tion to our service station stops, 
even though we were traveling at 
night. 

First stop on a 400-mile journey 
to Mineral Wells was at a_private- 
brand station in Houston. There was 
one man on duty at 10 p.m. But what 
a man! Darn near ran over him, he 
came running out so fast to wait on 
me. Checked my tires, swept out my 
car, cleaned my windows, checked 
under the hood—all this while my 
tank was being filled with an auto- 
matic shut-off nozzle. 

Off we go, with me trying to medi- 
tate on how fast the 
reached the stations, while Melba, the 
wife, makes cracks about “are you 
sure we're on the right highway?” 
Sure we are, says I. 

We weren't, of course. At Conroe, 
Tex., into a major-brand station we 
go seeking a road map. One man 
inside the station building. He doesn’t 
move. I go in, ask if he has any maps. 
Not a one, he says. Well, do you 
know if I’m on the right highway 
for Mineral Wells? He doesn’t. 

He finally moves, just as I’m 
thanking him and getting ready to 


fad ‘ _ 
J YE 


By Marvin Reid 
Southwest Editor 


gospel has 
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find another station open at 2 a.m 
He might, he says, have one “back 
here,” meaning his store room. He 
does, too. A whole box of them. He 
graciously gives me one. 

Head west, the map says. You've 
only gone 50 miles out of your way 
so far. Why don't you go to sleep 
Melba? What’s 50 miles? We'll still 
get to your brother’s house in time 
for breakfast. Yeah, I should have 
listened to you earlier. 

At 6 a.m. we're in Bryan, Tex., 
and into another private-brand sta- 
tion. Again, one attendant on duty 
He’s obviously tired. About all he 


can do is stare at me. Please fill it 
with regular, I beg. He has two 
grades of premium, but apparently 
isn’t anxious to sell them. Nothing 
said about the hood. 

Finally, change is made tor the 
gasoline buy. Cigarettes, a sign says, 
are sold here for a quarter. A’ pack 
is bought, and again change ts made 
An inventory, after driving off, shows 
I’ve been short-changed a quarter on 
the cigarettes 

Beginning to wonder if the good 
will, etc., etc., word has reached into 
the interior of Texas 

Next station stop is Weatherford 


The New Flo-mute, 


for cleaner, 


* EASY PUMPING 


* HIGH 
CAPACITY 


"liquid materials handling” 





Hand Pump 


sater., easier 


liquid handling 


* CORROSION-RESISTANT 


CONSTRUCTION 


* SELF-PRIMING WITH 
HIGH SUCTION LIFT 


* COMPACT AND 
LIGHTWEIGHT 


SAFETY DRAIN 
Pre Vide 


i the 





For full details, write for Bulletin 310 


equipment 


BLACKMER 
BLACKMER 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 
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FULL UNRESTRICTED FLOW @ EFFORTLESS move.\ 
ITY 


MENT © GREATER LOAD CARRYING CAPAC 
e “O"' RING SEALED CONTAMINATION 
FREE OPERATION @ PERFECT ALIGNMENT 


The wide range of sizes and styles of 
OPW BALL BEARING SWING JOINTS 
offers many and varied applications 
for safely handling liquids of diversi- 
fied viscosity at required tempera- 
tures and working pressures. 


Free Catalog F-8 provides engineer- 
ing data, sizes, styles and recom- 
ndations. 


opw CORPORATION 


2735 Colerain Ave. 
Cincinnati 25, Ohio 
Kirby 1-5400 
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SWING YOUR PRODUCTS INTO LINE 
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one of Texas’s many garden spots. 
By now it’s 10:30 a.m. and hot. A 
major-brand station, the service is 
fair but slow. No particular effort to 
sell me anything, but two attendants 
are polite. When one was asked to 
wipe my buggy windshield, he said 
“yessir.” And he did, too, although 
he didn’t do a very good job. 

We pick up again two days later, 
when we shove off for Bowie County 
in deep East Texas, where I’ve got 
more in-laws than Mr. Goldfine has 
friends. Stop at another major-brand 
station in that garden spot, Weather- 
ford, again. 

Kids and 
rooms. I sit 


wife head for the rest- 
and wait for that hard- 
sell stuff. Back comes the family 
about five minutes later, with the 
kids trying to pull all the knobs off 
candy and cigarette dispensing ma- 
chines along the way. They pile in. 
Still haven’t been hard-sold or any 
other kind of “sold.” 

Start the car. As we're pulling out, 
a porter shows up. “Did y’all want 


something?” Nope, just passing 
through your station. 
Now don’t fool around and run 


out of gas, says Melba. Don’t worry. 
Barely make it into a semi-major- 
brand outlet at Mt. Vernon. Good, 
fast service here. My shaken faith in 
the industry’s goodwill ambassadors 
strengthened some. 


The Southeast: 


In a chaotic market, 
some jobbers want it 


SENTIMENT among North Caro- 


| lina jobbers for a state commission 


| ber 


to regulate the oil industry seems to 
be growing 
stronger. 
Prolonged cha- 
os in the market- 
place is driving 
them to last-resort 
measures. The 
question of state 
control is expect- 
ed to be raised 
at the North 
Carolina Oil Job- 
bers Assn. meet- 
ing next month. 
“We just can’t go on and on for- 
ever like this,” a Charlotte-area job- 
says. “The situation has been 


By Charles T. Dixon 


Southeast Editor 


| going on for years. But I think we've 





After a week in in-law country, 
back to Houston we start. Stop in 
Mt. Pleasant again at a semi-major- 
brand station. Again top service. Try 
to sell me premium (first one to do 
so). I buy. But dealer also wants to 
know where I’ve been and where I’m 
headed. Just trying to be friendly. 
Was a time when he would have 
been shot for getting that personal in 
Texas. 

Make it all the way to Lufkin, 120 
miles from Houston. Another private- 
brand station stop. Attendant says 
“Yessir?” Fill it with regular, please. 
After transaction, he gets busy with 
other cars. I have to get out and 
de-bug my windshield. Faith shaken 
again. 

The next I know, it’s shattered. 

We start smelling smoke. Woods 
burning, says I. Smells like cloth to 
me, says Melba. Oh, it’s the woods 
and look at that rain over there. 
Smells good, doesn’t it? It’s cloth, 
says Melba. Check the seats. One’s 
on fire. 

Into a major-brand station at 
Newcaney real fast. Out strolls an 
attendant. Got a fire extinguisher? 
I don’t know, you might ask them 
back there. Points toward rear of 
station. To heck with it. Grab the 
water hose and put the fire out. 

Well, maybe the word just hasn't 
reached all the boys yet. 


State Control? 


Lingering Price Wars—Price wars 
in the Piedmont section of the state 
have almost become an accepted part 
of a jobber’s life. 

‘The Only Solution’—One Tar Heel 
jobber says, “we don’t feel very se- 
cure these days. One major has been 
building anywhere from one to eight 
stations in our larger communities 
and selling direct. Jobbers like me 
who have been in the business for 
20 years or more hate to see this. 

“The only solution I see is for us 
to shorten the difference between the 
jobber’s price and the price the cus- 
tomer pays. To do this we'll just have 
to handle more gallonage and handle 
it cheaper.” 

Majors Blamed—Another jobber, 
referring to the almost-ever-present 
price wars in the Piedmont, says, “I 
can’t find a jobber in North Carolina 
that doesn’t believe the majors could 
put a stop to this business anytime 
they wanted to.” 





| about reached the end of the rope.” *®° More regions on page 33 
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FILTER-SEPARATOR JET FUELS 


" FUEL OILS 
removes water and dirt from... KEROSENE 


GASOLINE 
SOLVENTS 





REFINERIES 
TERMINALS 
BULK PLANTS 
TRUCK FILLSTANDS 
and AIRPORTS 
Tested, and meets applicable full-flow perfor- 


mance requirements of MIL-S-254A as modi- 
fied and MIL-F-8508B. 


Patent No. 2657808 
and others pending. 


¥. 


fs OE ms ad 


The Ye aia sia CAPACITIES FROM 150 
le proves owscr 1 cr-ocparator operates automati- g THROUGH 600 g.p.m., 


cally with highest efficiency even when “slugs” of water a based on jet fuel. 
are encountered. Waste water is ejected to disposal line 


Metal Cage 
a 


fe ‘ : TF | Cap 
ah “f Perforated 
oe Yj] | Metal Cage 


— Cloth 





CAVA Outer Sleeve 
a | -? Sea at 
ECONOMICAL, LONG-LIFE CARTRIDGES Wee ~ Cloth 

aes hid Cartridge Wrap 
Water is removed by a Bowser-developed coalescing as | Fiberglas 

se ¥ ; a ‘ aed f <d Coalescing 

action using pre-densified Fiberglas. Filtration employs ey +} Porte 
inside-out flow to trap dirt for easy disposal. Single-stage a | es Filter Medium 
operation uses fewer parts, is trouble-free. Cover-lift es 8s, Gasket 
permits one-man lift-out cartridge inspection. Low main Bits — 
tenance. Compact. A.S.M.E. construction. Durable. 
Safe. Easily installed. 





Write for Bulletin Fig. 842 for Complete Specifications 


Albany * Atlanta * Boston * Buffalo * Chicago * Cleveland * Dallas * Detroit * Fort Wayne 


Houston 
New York * Philadelphia * Pittsburgh * St. Lovis * San Francisco * Seattle * Tulsa 


Kansas City * Los Angeles * Milwaukee * Minneapolis * New Orleans 


BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Ind. 
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The oil industry knows NPI can deliver 


For years NPI has served the varied 
NWEHEON PRODUCTs Needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
i iil them has been met. In addition, the ca- 
Tek Plastics, Ltd., Toronto, Canada pacity to deliver on schedule, without 
a ee ee a fail, has established NPI as the most 

reliable supplier of illuminated filling 

station signs. 


INCORPORATE XY 
K.izmma, Ohio U.S.A. 


We operate filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 
sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 
TITLE 
WRITE TODAY — Use this coupon to get 


the services of a Signvertising® Engineer. 
No obligation. 


COMPANY 
ADDRESS 
CITY 
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Regions 


The West: Standard Fights Recession 


But public favor goes 
down... Signal moves... 


Douglas: 100% branded 


STANDARD OIL CO. of California 
is showing its employes how they can 
help out in the recession pinch. 

“If each of us _ conscientiously 
watches controllable costs, we can 
make a healthy reduction in our ex- 
penses,” Stancal says. 

“And, needless to say, a reduction 
in our expenses will go a long way 
toward improving our earning pic- 
ture and thus provide greater job 
security.” 

The company says: Here are some 
things YOU can do to help. 

e Handle machinery and equip- 
ment as if they were your own. 

e Take care of your tools. 

e If you've got a time- or money- 
saving idea, let’s hear about it. 

e Plan details of each job  thor- 
oughly before beginning. 

@ Keep your work area clean. 

@ Give a day’s work for a day’s 
pay. 

@ Above all, drive with care and 
work safely. 


e Standard is not heartened by the 
results of a survey on what the public 
thinks of the company and the oil 
industry. 

“Favorable opinion of our com- 
pany,” says Standard, “has shown a 
decided decline since the previous 
sampling in 1955. But the shift has 
been more toward a neutral position 
rather than toward actual dislike. 

“It’s now a stand-off between those 
who like us and those who are neutral. 
Ihe ‘dislikers’ are still a minority.” 

There are four complaints Stand- 
ard regards as most significant: (1) 
too big and powerful, (2) too large 
to best serve the public, (3) a monop- 
oly, and (4) charging too much for 
its products. 

Standard’s running a 
articles in its employe magazine to 
give employes facts they can use to 
refute the main complaints. 


series of 


e Signal Oil Co. general offices have 
been moved to new quarters at 3160 
West Sixth St., Los Angeles. The 
new building will also house the Los 
Angeles district sales staff. 


e Douglas Oil Co. of California has 
gone 100% branded by acquiring a 
chain of 28 service stations in north- 
ern California. The chain was picked 


up from E. B. Hinkle & Sons Dis- 
tributing Co. 

With additional multipump stations 
picked up in central and southern 
California, Douglas expects to boost 
gasoline sales by about 900,000 gal. 
a month, to a total of 5-million gal. 
e Washington Water Power Co. is 
pressing its drive for natural gas busi- 
ness. 

It has acquired the gas distribution 
facilities of Cascade Natural Gas 
Corp. in the Lewiston, Idaho, 
and Clarkston, Wash., area. Price: 
$1,250,000. 

Earlier, WWP 7 merged — with 
Spokane Natural Gas Co. in a $15- 
million transaction. 

The Cascade system purchased by 
WWP has about 1,200 customers. 

e Pacific Supply Cooperative—serv- 
ing 75,000 farmers in Washington, 
Oregon and Idaho is building a 
15,000-b/d_ refinery at Vancouver, 
Washington. Pacific plans to sell the 
additional product in eastern Wash- 
ington. 

e Three ex-executives have been sued 
for $400,000 by Standard Oil, on 
grounds that they allegedly defrauded 
the company by accepting 
profits from sales. 

Defendants are Howard Cuyler, 
former wholesale sales manager; 
August Johnsen, ex-head of Standard’s 
jobber sales subsidiary, and Howard 
Gunnels, retired Phoenix region sales 
manager. 

Along with Horace Steele, presi- 
dent of Texas Independent Oil Co., 
the three are said to have set up the 
“Hahh” company to take kickbacks 
on Standard-Texas Independent sales 


secret 


The Far Northwest 


THE YUKON territory of Canada 
has been added to the marketing area 
of British American Petroleum, Ltd 
B-A has named Yukon Shamrock 
Distributors of Whitehorse as distrib 
utor. 

@ General Petroleum Corp. is 
building a 1.5 million-gal. tanker 
terminal at Ketchikan, Alaska 

Ihe facility will replace a terminal 
the company operated for 32 years 
on leased land, now taken over by 
the New England Fish Co. for ex- 
pansion of a cannery. 

The terminal will continue to be 
supplied by GP’s refinery at Ferndale, 
Wash. a 
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NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from I!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 


Solicited 


RICHFILL NOZZLE PLUG CO. 
S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa 








ELIMINATE 


BALL JOINT 


and 


TORSION BAR 
TROUBLES 


with New 


TBA Franchises Available ! 
AMALIE DIVISION 


L. Sonneborn Sons, Inc. 
Franklin, Pennsylvania 








New “Dividends”’ 





























@ Brand new concept in motor oil marketing . . . that’s the 
“Ful-Safe 15’. First developed by Crown, the ‘‘Ful-Safe 15” 
gives you a new opportunity to sell oil to motorists who do 
not need a full quart. And it is a “natural’’ to help you serve 
the growing small car market. 


Brand new pay-off . . . Service station tests by major oil com- 
panies show that 65% of all cars need less than a full quart of 
oil . . . 50% of them bought oil in the Crown ‘‘Ful-Safe 15’’. 


Expect such “dividends” from Crown, for years a major pro- 
ducer of quart cans for oil marketers. We’re ready to work for 
you ... whatever your needs. 


for cans - closures - crowns » machinery 


CROWN CORK & SEAL COMPANY, INC. 
9300 Ashton Road, Philadelphia 36, Pa. 
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Get ready for 
October 12th because... 


Oil Progress 


Week puts YOU 
in the 
Spotlight! 





October 12th to 18th is your week 
to ay your neighbors that 


‘~ for your TOMORROW ” 


\ 
i 


5 “TODAY—OIL BUILDS 











You have a wonderful Oil Progress Week story to 
tell in 1958. Its personal and timely. This year’s 
story is an expression of the oil industry’s confi- 
dence in America’s future. Americans everywhere 
will know that you—and everyone else in the oil 
industry —are looking ahead, building today for 


a better tomorrow. 


You'll have plenty of help , : 
pei . Clip this coupon now for complete 

The Oil Information Committee has a wealth of information about Oil Progress Week. 
attractive, professionally-prepa red materials 
available for your use. There are commercials, 
. ST, apr oe ae : American Petroleum Institute, Dept. G 
films and speec hes for radio and television, win- 50 W. 50th Street, New York 20, N.Y. 


dow posters, exhibits and demonstrations, plus 
I want to take part in promoting Oil Progress Week in my 


a complete mat book filled with advertisements town. Please send me your FREE booklet explaining Oil 


that any oilman can use. And all these materials Progress Week activities and listing the materials avail 
Z ' able to me 

are free! 

A great way to get started is to contact your local NAME 

Oil Information Committee Chairman. He will be ADDRESS 

happy to help you plan a program that will work 


for you in your own community. 
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outdoor sells 
Power-X Gasoline 
for Sinclair 




















Outdoor Advertising 


Poster designed by Morey, Humm & Warwick Inc. 


“Outdoor Advertising communicates directly with our customers 


; and prospects—the motorists of America—and permits us to spot 
a“ James J. Delaney our advertising in specific markets in 36 states where 
Advertising Manager independent Sinclair dealer stations are located. We are using 
Sinclair Refining Company, says: Outdoor Advertising again this year, not only to reach consumers 
with our Power-X Gasoline product message, but also 
to dramatize to Sinclair retail marketers the advertising support 
Sinclair is giving their own sales efforts.” 


> out of 10 people remember OUTDOOR Advertising!" 


Standardized Outdeor Advertising, 24 and 30-sheet Posters-and Painted Bulletins. oO A é 


OUTDOOR ADVERTISING INCORPORATED 


WATIOWAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 





60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT - HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
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...fuel-proof” against any of today’s te} “4 rHIS IS IMPORTANT TO YOI 
motor fuels with their additives and it means the lowest po 
high aromatic content. As a matter of nance costs and greatest po 
fact...the Bennett meter will handle 
any motor fuel that can be marketed 


for use in modern motor vehicles! 


profit With today’ rapid advance 
motor tuel improvement, you cannot 


afford to own a gasoline pump that 


Due to its unique all-metal construc not “fuel-proof.” This is one more 
tion, there isn’t a motor fuel sold that reason why Bennett is the industry’ 
will harm Bennett’s famous meter Standard for Comparison 














— 
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SPOT THE NEEDS 


ECO Islanders’ on your island 
help make the high-profit sales 


Only one in twenty customers buys from 
TBA displays. Nineteen must be sold 
at the island. 


ECO Islanders make it easy to get under the 
hood — check tires and spot the needs that 
make money for you. These modern 
merchandising tools not only help sell TBA 
for you but provide the one-stop gas, 

air and water service that invites traffic, 
saves miles of steps and gives you more 
time for selling. 


Ask the dealers who give the best 
service and make the most profits 
and see for yourself how you, too, 
can build your business faster with 
ECO Islanders. 


Available with or without automatic tire 
inflation in a wide variety of models to 
harmonize with any station layout. 

ECO Tireflators provide accurate automatic 
tire inflation for post, wall or remote 
overhead installation. 


CLOSE THE SALE 


! 
' 
! 
: 
1 
1 
1 
' 
\ 
\ 
\ 
\ 
\ 


JoHN Woop Company 
JOHN Sh Se STE FAINT BENNETT PUMP DIVISION, Muskegon, Michigan 
District Offices: Albuquerque * Atlanta © Baltimore * Boston * Charleston © Chicago 
Cleveland + Dallas * Denver * Detroit * Kansas City + Little Rock * Los Angeles * New Orleans 
New York © Philadelphia + Pittsburgh * Rochester « Salt Lake © Seattle * St. Paul « San Francisco 
IN CANADA: JOHN WOOD COMPANY LIMITED * Toronto + Montreal « Winnipeg « Vancouver 
EXPORT: John Wood International Corporation, 20 Broadway, N. Y., Cable '" WOODINTER” 
f 





~ 11467 ‘Fishliegh 
BLAKE Of SERVICE 

45689 Wainut Rd 
BEABANT F J 

12368 Fund 


19678 Apple Lane 
& AL'S SERV 
3402 Strawberry Rd 


B 5-9000 
5500 


7 SIDE FUEL SERV 


2 Lundigan 
Jonason 


LAkewood 3.5689 
MUrray 4-5690 
LAkewood 4-7902 
MUrray 4-3367 
LAkewood €-5554 
MUrray 7-6640 


Find the firm going places. ons find IRESTONES! 


NORTHWES1 
RICHMONE AND 
SUBURBAN AR 
Richville— Bunker’ } 
South Lane—Luna ¢ 
Gardendale— Lakep 
Avondale — Wilsonv 





LAkewood 4.5593 
MUtray 4-7732 
LAkewood 3-6677 
UMrray 4-8854 


VILLAGE 


Gray Park 
For prompt delivery « 


VErity 4-000: 


76389 Abercrombi 


Banting Oi) Co Stove & Furnace Oils 
Courteous Delivery eee 
73009 Fasrgroove 
CONSOLIDATED PETROLEUM ‘ 
1156 Penn Dr 
DOOLITTLE Ol CO 
41894 Nebraska 
Everleigh Oil Service 
- 0 Linden 


~ 
BFUE! 1. 8 HEATING 
a 
TERN Ou eG 
per St w 
co — 


DRexe! 8.7750 


WaAverly 4.3386 
WaAverly 3-4489 


Aa OIL, CO. 


SRRIBUTOR 
nace $ jorge 
Reating Mort) 


alt heating pial 
mot waiter heaters 


» TANKS REPLACK 


Waverl¥ 
me 


9 
Sad “4 
sind 
DIL SERMICE,: 


ngton 


SUBURBAN 


Whether you operate one truck or twenty, you'll find that Firestone’s 
truck tire costs less per mile. Billions of miles of carefully kept fleet 
records prove it. 


Firestone has always built extra strength and long life into every Firestone 
truck tire. Now, even greater strength and longer wear are being built 
into Firestone truck tires through the use of Firestone Rubber-X and 
Firestone S/F (Shock Fortified) cord. 

No wonder that, now more than ever, more truck operators are changing 
over to Firestone tires. Ask about Firestone Rubber-X at your Firestone 
Dealer or Store. That's the place for fast dependable service, too. 


TRANSPORT SUPER ALL TRACTION 


Firestone 


BETTER RUBBER FROM START TO FINISH 


Cor 
y 


Enjoy the 
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These 


ANCHORGLASS 
premiums sold 


s00,00o0 
gallons of gasoline 
in one month! 


In January 1956, the Blakely Oil Co. of 
Phoenix, Arizona, offered a free Anchorglass 
tumbler with every purchase of 10 gallons 
or more. One month later, Blakely had sold 
800,000 extra gallons in just 38 stations. 
And that was only the beginning! This 
amazing Anchorglass promotion is still 
going strong! 

The tumblers, especially designed for 
Blakely by Anchor Hocking, feature differ- 
ent types of cactus native to the area which 
Blakely serves. Company President A. 
Monroe Blakely describes the sales results 
as “fantastic.” 

Anchorglass can create a sales-building pro- 
motion for you, too. You can—as many 
others users have—boost gallonage up to 
50% over your present volume—and even 
more. Yet your cost per gallon averages 
approximately one cent! Mail us the coupon 
on the left and let Anchor Hocking show 
you how you can boost gallonage and profits 
with this proved merchandising idea. 


ANCHOR HOCKING GLASS CORPORATION A N C H 0 RG LASS 
Premium Department, Lancaster, Ohio 
Yes, | would like to have you show me how an PR F Ml | UJ Ml S 


Anchorglass promotion can help me. 





make you money...make you friends 
NAME 
ANCHOR HOCKING HAS 
COMPANY THE RIGHT KIND OF PREMIUM FOR 
EVERY KIND OF PROBLEM 
ADDRESS 


CITY STATE 


nr ANCHOR HOCKING GLASS CORPORATION, Lancaster, on10 


40 
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6 Improvements In The 
Veeder-Root 
“HEAD FOR FIGURES” 


. Faster, Easier Resetting: New 
controlled reset cycle guarantees uni- 
form resetting action. 


- Fewer Moving Parts: An impor- 
tant new factor in control of operating 
costs. 


- Complete Enclosure of Total 
izers gives these vital parts better 
protection. 

. Interlock Feature makes sure 
computer is reset before next sale is 
made. 

. 16% Larger Figures make read- 
ing far easier. 


. Offset Wheel Construction helps 
provide improved lighting. 


is full of New Ideas! 


The men who “man the pumps” never had it so 
good, as with today’s Veeder-Root Computer. It’s 
faster and easier to read and reset. And both reset and 
nozzle are on the same side, so there’s no need to 
walk around the pump. 

Maintenance men, too, like the simplified design 
which means better service with less attention. 

Finally, Mr. and Mrs. Public find the face easier to 
read ... and can always be sure of a guaranteed 
accurate count. 


In these and other ways, Veeder-Root works con- 
stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 


VEEDER-ROOT INCORPORATED 
Hartford, Conn. « Greenville, S.C. + Altoona, Pa. * Chicago 
New York « Los Angeles * San Francisco * Montreal 
Offices and Agents in Principal Cities 


For the 
Service 

ht F-bilelal 

re) 

a Melsslelageh 4 
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White Builds a Complete Line 
of Trucks and Tractors for the 
Petroleum Industry 


The White 3000 trucks with the power-tilt cab for 
petroleum, fuel oil, airport refueling, special product 
tankers and special delivery bodies. 

White 3000 and conventional tractors for tankers 
used in every division of the petroleum industry. 

White and Autocar for equipment hauling and 
oil field service ... all engineered to exact 
operating needs. 
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PETROLEUM INDUSTRY...IS 
ONE OF OUR SPECIAL TALENTS 


Today’s modern White Trucks climax many 
years of truck pioneering—with one objective: 
building trucks that do more work, in less 
time, at lower cost. 


In every phase of the petroleum industry, 
this engineering skill pays extra dividends 
because White Trucks are engineered for the 
job—for maximum efficiency. On this page is 
a sampling of a few modern applications of 


Whites for bigger payloads, maximum equip- 
ment utilization and longer and more depend- 
able truck life in the petroleum industry. 

Your White Representative has a worth 
while story to tell about the complete line of 
Whites—-engineered to today’s operating needs 
for your business. 


THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


White Trucks add efficiency to your business 
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... Greatest Name 
in Trucks 





PLYMOUTH 


reasons why It’s 
essential for every gasoline 
retailer to stock and sell... 


All tive Chrysler Corporation cars use Auto-Lite Resistor Spark 


Plugs with Power Tip as original equipment. These plugs should be 





replaced with identical plugs if top performance is expected! 





Power Tip was specially designed to meet the 
extreme demands of higher-horsepower, higher- 
compression engines in Chrysler Corporation 
cars. The Resistor built into these plugs is 
an important part of the ignition circuit. 
Auto-Lite Resistor Spark Plugs with Power 
Tip provide maximum power and long plug 
life, suppress radio interference, and keep these 
engines “fired up” at all speeds! 


Only 7 Power Tip numbers cover nearly all 
overhead-valve V-8 engines (and most 6-cylin- 
der overhead-valve engines) in all these cars: 
Buick, Cadillac, Chevrolet, Chrysler, De Soto, 
Dodge, Edsel, Ford, Hudson, Nash, Imperial, 
Lincoln, Mercury, Oldsmobile, Studebaker, 
Packard, Plymouth, Pontiac, Rambler. 


THE ELECTRIC AUTO-LITE COMPANY eo TOLEDO 1, OHIO 


AUTO-LITE MAKES A COMPLETE LINE OF SPARK PLUGS INCLUDING STANDARD, 
RESISTOR, MARINE AND SMALL-ENGINE, AIRCRAFT, DIESEL-STARTING AND TRANSPORT. 





DE SOTO CHRYSLER IMPERIAL 


AUTO-LITE 


RESISTOR SPARK PLUGS WITH 


POWER TIP 


EVERY DAY MORE DEALERS ARE INSTALLING 
POWER TIP TO BE SURE OF SATISFIED CUSTOMERS 





Smart dealers know they can depend on Auto-Lite Spark Plugs 
with Power Tip to protect their most valuable asset . . . customer 
satisfaction. That’s because Power Tip ‘‘fires up” today’s over- 
head-valve engines at all speeds. 

Many dealers are standardizing on Power Tip for all overhead- 
valve engines because it takes the “guesswork’’ out of spark 
plug selection. Install Auto-Lite Spark Plugs with Power Tip 
and be sure of completely satisfying your customers. 

Ask for the new, simplified wall chart that shows the one 
Power Tip number that's best for each of America's 19 makes 
of passenger cars. 

















Outstanding Efficiency— 
Designed to make the most effective vse of any 
light source -- ,to give high light output over & 
wide area in addition to illuminating the new 


Complete Versatility— 
For area and island lighting. The first service 
station fixture specifically designed to accommo: 
date all populor types of fivorescent lamps. 
pump faces. 
Unrivaled Beauty~- 
A luxery appearance that combines the finest 
ideas in design and styling with the newest of 
decor for accenting its beauty. 


unbelievable Economy~ 


surprisingly low initial cost coupled with con- 
tinvally low operating ond maintenance costs. 


TRULY THE FIXTURE ot and for TODAY 


500 NORTH BLVD Z 


& saat waite 


OA 
K PARK, ILLINOIS 
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BY QUAKER 
SOUND ENGINEERING AND LIGHTWEIGHT 
CONSTRUCTION ASSURE EXTRA PAYLOAD 


Quaker Truck and Trailer Tanks are designed by engineers 
of highest standing and built to your individual require- 
ments by mechanics of the finest skills. Before construction 
is started on any tank, a blueprint is submitted showing how 
the tank will look, how much it will weigh, and how the 
load will be distributed on each axle in accordance -with 
both the chassis manufacturers’ specifications and State 
highway laws. You can depend on Quaker Tanks never to 
be overweight, never to be over or under capacity; and to 
have the load distributed perfectly. 


For over 30 years Quaker has been the leader in the 
development and improvement of truck and trailer tank 
equipment. Go over any modern piece of equipment and 
see what a large percentage of the improvements in design 
and construction have been developed by Quaker City. 
To take a specific item: you will find lightweight tubing of 
larger inside diameter than piping, with long sweep elbows 
replacing sharp mitered joints, all joints welded and tested. 
Features like these explain why so many large oil com- 
panies ask us to construct pilot models for them before 
they go ahead with a large program. 


Get the benefit of standardization where it will save you 
time and money, but at the same time enjoy the advantages 
of a tank designed to fit your individual requirements by 
specifying Quaker City on your next order. Whether you 
want a simple job like our “William Penn” or a deluxe 
unit like our “Fawn,” we can take care of your needs. 


QUAKER CITY 


MARTHA WASHINGTON TANDEM 







GONDOLA TYPE SEMI-TRAILER 








WILLIAM PENN 


IRON WORKS 


3400 GAUL STREET, PHILADELPHIA 34, PA., Telephone: REgent 9-3000 


ONE OF AMERICA'S LEADING TRUCK 
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Get 
your hand ® 
on the 


hottest brand going... 


Conoco jobbers everywhere reported that Conoco’s 
Hottest Contest Going Spring promotion “increased 


traffic’ and boosted sales . . . but most important, 
“secured new customers who keep coming back.” 

This is typical of the promotions, the exciting 
advertising that back up the Hottest Brand Going! 
Motorists have seen newspaper ads, T'V commercials 
on such high-rated programs as ‘‘Whirlybirds,”’ heard 


the Conoco story on radio, and seen Conoco’s prize- 
winning outdoor posters. 

But the most important part of the Conoco story 
is the jobber himself. And that’s why it’s Conoco 
policy to work continually to help solve service sta- 
tion problems, to give jobbers all they need . . . and 
more. If you’re not a Conoco jobber, wouldn’t you 
like to get your hand on the Hottest Brand Going? 


CONTACT THE DIVISION MANAGER NEAREST YOU. 


R. W. ABRAHAMSON 
912 Baker Building, 
Minneapolis 2, Minn. 


G. W. BROWN 
1710 Fair Building, 
Fort Worth 2, Texas 


R. E. CARUTHERS 
5415 No. Pennsylvania Ave., 
Oklahoma City 12, Okiahoma 


DALE CHAPMAN 
757 West Second South, P.O. Box 2250, 
Salt Lake City 10, Utah 


©1958, Continental Oil Company 


J. B. DICKEY 
2158 Union Avenue, 
Memphis, Tenn. 


W. S. DULANEY 
800 C ce Building, 
New Orleans 12, Louisiana 
K. T. JOHNSON 


1300 Main Street, P.O. Box 2197, 
Houston, Texas 


WILLIS JOHNSON 
1321 Kaw Avenue, P.O. Box 1398, 
Butte, Montana 





J. L. McCULLEY 
117 Trumbull Ave., S.E., P.O. Box 1342, 
Albuquerque, N. M. 


NATIONAL 


M. T. SWANSON 
1755 Glenarm Place, 
Denver, Colorado 


WARNER TYLER 
1301 W. Belden Avenve, 
Chicago, Ill. 
K. R. WHITE 
836 Stuart Building, P.O. Box 393, 
Lincoln 1, Nebraska 


J. G. WILLIS 
301 East 51st Street, 
Kansas City 12, Missouri 
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CONOCO... 


Hottest Brand Going! 


“WHIRLYBIRDS” 


¢ 

\ 
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TELEVISION 
COMMERCIALS 








ALL-NEW 
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CONOCO ... Hottest oud Going f 


MORE POSTERS TO MATCH 
1957’S PRIZE-WINNERS 
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This ‘Multi-Million-Mile” International Diesel 


takes more payload, 
piles up more profit 


INTERNATIONAL model DCOF-405-—The “Multi-Million-Mile” diesel is setting new econ- 
omy and operating standards with 180 hp. Cummins NH-180 engine. Four- and six-wheel 
models available with Cummins engines for applications from 55,000 to 76,800 Ibs. GCW. 


Not one detail of quality was spared to 
create this money-making INTERNA- 
TIONAL diesel highway tractor. 

From its aerodynamic cab to every 
husky gusset in its frame, this is a truck 
that’s premium-built to stay on the road, 
trip after trip after trip. 

Even normal service downtime is less. 
And when service is needed you'll find 
its tilt cab design gives clean access from 
fan belt to flywheel housing. 


INTERNATIONAL TRUCKS cost 1 


50 


Proof of unsurpassed performance is well 
established. Fleet owners report they 
move more tons with fewer tractors using 
INTERNATIONAL “ Multi- Million- Mile” 
diesel models. 

This is a truck that gives new meaning 
to low per-mile operating costs. A truck 
that outmodes all previous standards of 
durability and long life. For full details 
call or stop in and see your INTERNA- 
TIONAL Dealer or Branch, now! 


® 


International Harvester Company, Chicago 
Motor Trucks * Crawler Tractors 
Construction Equipment « McCormick® 
Farm Equipment and Farmall® Tractors 


east to own! 
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THIN CONTEMPORARY DESIGN — FOLLOWS MODERN STATION LINES. 


DESIGNED FOR USE WITH HIGH BRIGHTER LIGHT SOURCE, BETTER LIGHTING CHARACTERISTICS. 
OUTPUT—POWER GROOVE— 


SHO OR VHO LAMPS END PLATES AVAILABLE IN ANY COLOR INCLUDING BRILLIANT 


NON-TARNISHING GOLD. 


AVAILABLE WITH 4 OR 6 LAMPS, IN 4’, 6’ AND 8’ BASIC UNITS. 





Important Silhouette EASILY INSTALLED COUPLING BARS FURNISHED FOR CONTINUOUS 
Skyliner Features STRIP ILLUMINATION, — ANY LENGTH. 
Door-hinge design prevents acciden- 


tal unfastening yet features extreme 
ease of door removal. 


2) © 
oe 
kkk 1) Pe aie J 


s 
: ee 
Lamp replacement can be made in 


any order —unhampered by in- ee ail ee 
34" 


ternal structural braces. wf 
xkkek 4 


y » 
4 
Captive aluminum extrusion assures 
full-length positive closure of doors. | em 9 


kk 


', or B FEAT ES: 

Basic unit lengths; — 4’, 6’, or 8 E UR “3 

Thickness 3%”; width, 325%” 
xk 


Completely wired for connection to 
110-125 volt, 60 cycle line. 


oO One piece aluminum cover is finished in either white baked enamel 
or clear anodized aluminum—F ull protection against deterioration. 


Multiple provisions for mounting auxiliary Floods and Spot Clusters 


Rigid coupling units available to provide no-sag continuous lengths 


aiid © with a minimum of poles. 
Sliding pole fitter allows flexible j 
positioning of pole. 4) Highest quality translucent acrylic plastic doors engineered to 


—— produce the maximum transmission of light without glare 


Underwriters Laboratories Inc., 
approval pending. 


rae: WRITE NOW FOR CATALOG DATA. 


Union made and labeled. 
xx* E l 
SURPRISING LOW COST TE CO, inc. 


2640 Roosevelt Road Broadview, Illinois 


Fully gasketed and weatherproofed for trouble-free service under 
the most adverse weather conditions. 
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Get in the swim with True 
Luxury Driving 





Come join the thousands of Cities Service 
Dealers and share the profits of today’s most 
unique and outstanding gasolene advertising. 
Get a share of the crowds of new customers 
attracted to Cities Service stations by the 
compelling theme of True Luxury Driving, 
plus true economy, too, It all awaits you as a 
Cities Service Dealer or Distributor. 
Unafraid to be different... willing to scrap 





old ideas for new and better ones... Cities 
Service is now growing at a faster rate than 
the oil industry itself. 

Powerful advertising is but one of many 
factors. You'll also find that Cities Service is 
at your service with widely publicized assist- 
ance in bookkeeping, credit, taxes, and station 
promotion, to mention just a few. 

Yes, the growing’s great in 58—and there’s 
an important place for you as a Cities Service 
Dealer or Distributor. Write: Cities Service 
Oil Company, Sixty Wall Tower, New York 
5, New York. 
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Buchsye's O'\" punch 


ends slow, messy fuel oil delivery 


SR edad PRS = 
eta 
. . ioe ™~:'. . 
*' - - -~ - 
Sap aes Der 
Por Ts SStse5 


This balanced type valve controls fuel flow 
at all pressures—opens effortlessly, closes without 
chatter. Its compact design delivers high capacity 
for faster delivery. The Buckeye No. 9361 valve 
construction eliminates “liquid pockets” after the 
valve has been closed, reducing excessive dripping. 

’ The No. 9361 is also available with internal check 
valve. Constructed of lightweight aluminum, the 
No. 9361 valve is easy to operate and maintain. 
The entire valve assembly, guard, and inside seal 
is removable without the use of special tools or 
equipment. Available in 114” to 114” sizes. 





pr ia enon ers? 
7? antag 
sas Sigh J 


(2) The Buckeye No. 8702F swivel, with ex- 
clusive “O” ring seal and nylon béearings,*extends 
the service life of fuel oil hose. No more kinks, 
twist, or damaging tensions on hose. The Buckeye 
swivel allows the hose and valve to turn independ- 


” 


ently. Manufactured for 114” and 114” sizes. 


Complete details are available in the new |! BUCKEYE IRON & BRASS WORKS, Dept. NF 
Buckeye Catalog. For your FREE copy write: | Box 883, Dayton, Ohio 


Send me Buckeye’s Free catalog for details on the No. 9361 
Valve and the No. 8702F swivel 
é | NAME 


BUCKEYE IRON & BRASS WORKS |“ 
Dayton, Ohio | city 
Valves and Fittings for The Oil Industry 
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MODEL 605 


New in every aspect of 
longer, easier and lower 
cost service. Solo pump 
unit has strainers, by- 
pass valve, air elimina- 
tor, float chamber and 
liquid cooled motor in 
one compact unit rated 
for continuous . duty. 
Advanced computer 
with semi-automatic 
reset, 


REMOTE PUMPING 
SYSTEMS 


Wayne Remotrol Sys- 
tems provide pumps 
with pumping unit and 
motor submerged in 
underground tanks for 
efficient operation, All 
station-engineered to 
the requirements of 
each location. 








MODEL 90 


Newly designed to 
provide time saving, 
quiet, trouble-free serv- 
ice. Has extension hose. 
Wayne Solo Pumping 
Unit, new Wayne 2 cyl- 
inder precision meter 
and advanced com- 
puter with semi-auto- 
matic reset. 


Island space-saver that 
dispenses one brand 
through double outlets. 
Requires same space as 
single pump. Single suc- 
tion line; meter, com- 
puter and hose for each 
outlet. Delivers up to 
16 GPM, 


MODEL 70-2F 


Wayne farm pump 
handles all farm: fuels 
—dgasoline, kerosene 
and Diesel fuel. Total- 
izing meter-register; ex- 
plosion-proof motor; 10 
gpm capacity through 
10%’ of %” hose. 
Rugged, rustproofed 
and enamelled housing. 


The answer to 
space needed for 
extra grade fuels 
—fits same space 
as single pump. 
Dispenses two 
separate grades 
through each of 
two outlets. Two 
separate com- 
plete pumping 
systems. Delivers 
up to 15GPMat 
each nozzle, 





AUTOMOTIVE LIFTS 


Single post or two post .. . free-wheel, drive 
on (new low silhouette) and frame type. All 
sizes and lifting capacities for sports cars to 
large trucks and buses. 


DIAPHRAGM 
HAND PUMP 


Double action hand pump for use as barrel 
pump or pedestal pump for all petroleum 
products, alcohol, anti-freeze. Also for indus- 
trial and farm installations. 


HOSE REELS 


Modern spring actvated hose reels for 
handling oir, water, oil or grease. Enclosed 
or open type to meet every need. Also pit 
type hose reels for air and water service 
at the island. 


ROTARY PUMPS 


Specially constructed for safe transfer of 
hazardous liquids in bulk plants or from 
tank trucks. Exclusive “rolling contact’ tooth 
design for positive seal. 


AIR COMPRESSORS 
Single or two stage. Vertical or horizontal 
types. 2 to 20 HP. Guaranteed on the basis 


of actual usable output to assure adequate 
air supply for all service requirements. 


; 
“ ®@ 


< 
LUBE DISPENSING 
EQUIPMENT 


Complete line of pump and stordge equip- 
ment for handling gasoline, kerésene, fuel 
oil, lubricating oil, grease and alcohol. 
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Cooper ... the franchise of opportunity 


For dealers | 
who want the world 
on a string 


/ 
/ 


Sales and profits come easier 
when you string along with Cooper 


Dealers who want the world on a string are the kind 
we like to do business with here at Cooper. 

That’s because a Cooper franchise offers just about 
anything a dealer could ask for. 


Take the matter of profit, for example. You get it 

with a Cooper franchise. Cooper buying prices are 
consistently lower and you profitably sell for less. The 
exclusive safety and mileage features built into the com- 
plete Cooper quality line mean a world of opportunity 
for volume sales. Cooper's extra-liberal road hazard \ Aes IW, 

guarantee keeps prospects thinking of quality, rather \ HAA \4 hxGar Wilf \ 
than price. And this all adds up to more profit for you. is ~~ if | 


“lll Mh) y 


Ask for a protected territory. You get it with a Cooper 
franchise — plus a world of extra room to expand 
and grow. No Cooper retail stores to take away sales 
that should be yours. No competition from dealers 
selling the Cooper brand in your own protected 
marketing area. 


Ask for free point-of-sale materials, free identification 
service, free advertising support in your own local 
market, or a budget selling plan free of supplier inter- 
ference, You get them all and lots more with a Cooper 
franchise. A letter, wire or phone call to Dept. 118 
brings you all of the details — with no strings attached. 
Cooper Tire & Rubber Company, Findlay, Ohio. 


ad 


Safety-Premium Cushion-Ride “Hi-T"' Deluxe Winter-Master ‘300" Road-Master Extra Mile 
3-D Nylon Safeguard Special Mud-Snow Truck-Bus 
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Sunoco unlocks 


the octane handcuffs 


Sunoco’s new Custom-Blending lets you design and build 
tomorrow’s engines knowing you'll get the fuel to feed ’em. 


How many times have you heard of 
engine designers being hamstrung by 
the octane barrier—not enough octane 
for the design in mind? 

Even built-in mechanical octanes 
can’t do the job. The simple truth is 
that up ’til now, engine designers have 
had to wait for better fuels before 
they could build tomorrow’s engines. 

Now -— in one sweeping, spectacular 
development, Sunoco gives new free- 
dom to engine designers. Sunoco’s new 
Custom-Blending system assures the 
engine designer that for more advanced 
engines, Sunoco will be ready with the 


right octane at the right price. 

Today, Sunoco’s Custom- Blending 
pump accurately fits octane to engine 
in any car. It delivers six different gas- 
olines...six different octane strengths. 

And, even more important, this 
totally new gasoline system stands 
ready to welcome tomorrow with open 
arms. Sunoco Custom-Blending pro- 
vides an economical way of meeting 
fuel requirements of the future, no 
matter what they may be. 

Considering the designs of tomor- 
row, remember that Sun Oil Company 
is ready for tomorrow right now! 


CUSTOM - BLENDED, BLU ~ 


©)1958, SUN OIL COMPANY 
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“MOLY” CHASSIS GREASE OFFERS MOTORISTS 
NEW, EASY-TO-UNDERSTAND BENEFITS 


Standard Oil (Kentucky) promotes “Moly” grease 
to win new customers, build station traffic 


Perhaps you already have a ‘‘Moly”’ 
grease for your industrial customers and 
fleet owners. 

Then why not a “Moly” chassis grease 
for motorists? Why not use the benefits 
of Molysulfide‘T™.) to win service sta- 


line and build additional volume for your 
dealers? 

“Moly” grease can help your stations 
sell more grease jobs... more gas...more 
motor oil... more TBA. Because ‘‘Moly”’ 
grease is a natural for dealer promotion. 
Its benefits are tangible—the customer 
can actually feel the difference in the way 
his car handles—and these benefits are 
easy to explain and dramatize. 

Molysulfide additive is the first major 
improvement in chassis greases in many 
years. To the motorist, “Moly” grease is 
news! This is another reason why it’s 
easy to promote — much easier, for exam- 
ple, than improvements in gasoline which 
have followed each other with such regu- 
larity that it’s becoming harder all the 
time to make a strong impression on car 
owners. This is how... 


NEW CHASSIS GREASE “GOES THE DISTANCE t 
LAST MILE ON LUBE JOB SMOOTH AS FIRST & 


tion customer attention for your entire Mos 


“wo NEW KIND OF CHASSIS GREASE 


Luh: 


OW 


INTRODUCED HERE 


. 


Standard Oil (Kentucky) 


is promoting 


This summer, Standard of Kentucky launched a full-scale 
promotion of “Moly” grease in its five-state marketing 
area. Full-page newspaper ads told motorists in key 
cities about the benefits of “Moly” grease, dramatically 
showed them how Molysulfide fully protects grease lubri- 
cated parts from one grease job to the next. 


“Day-glo” posters on station A-boards and in the 
lubritorium added emphasis to the theme. On the steer- 
ing wheel of each car greased went a hang-tag that 
recapped for the motorist the extra value in a “Moly” 
grease job. Radio scripts and direct mail suggestions 
were made available to dealers. Preceding the cam- 


“Moly” grease 


paign, an informative feature article on “Moly” grease 

appeared in,Standard’s dealer house organ. A powerful 

and effective publicity campaign supported this program 
Make “Moly” Grease Your Key to More Sales 


The technical and marketing people at Climax would like 
to tell their opposite numbers in your organization how 
Molysulfide additive can build profitable volume for your 
line. You can set the date right now with a phone call to 
EK. E. Smith, Manager of Lubricant Sales Development, 
(LOngacre 4-2740), Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth 
Avenue, New York 36, N. Y. 


CLIMAX MOLYBDENUM 
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The sales leadership Dill enjoys among so many 
Oil Company TBA Divisions is founded on the 
firm policy of cooperative assistance which has 
been advanced continuously through the many 
years since Oil Companies entered the TBA field. 





SALES MANAGER 





B. S. BYALL, Sales Manager 
The Dill Manufactu ng Company 


x xX EE. 


TIRE VALVE 
EQUIPMENT 


Standard of the industry for 
Original Equipment and 
Replacement. 





In today’s competitive market, continued 
successful selling is the result of many dif- 
ferent factors. One, often overlooked or 
underplayed, is manufacturer’s cooperation 


Di LLECT RIC ~~ cooperation in the dissemination of prod- 


‘uct information, merchandising ideas, and - 


Electrically general ‘‘know-how.” 
Vulcanized It has long been the policy of Dill to assist 
“Deep Cure” REPAIRS Oil Company TBA Divisions in educating 


dealers in the techniques of tire valve ap- 
plications, tire and tube repairs, as well as 
problems of inventory and marketing. 


for Tubeless Tires 
and Tubes. 


y ' Dill welcomes the opportunity to serve your 
12) Z = | eo © company. The fine reputation of Dill prod- 


ucts coupled with an excellent record of 


Chemical Cure marketing cooperation is your assurance of 
PATCH REPAIRS a most productive association. 


for Tubeless Tires and Tubes. 


1) At a Bln 


THE DILL MANUFACTURING COMPANY 
700 East 82nd St. © Cleveland 3, Ohio 
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Find out about all of the ‘‘Sales-Maker 
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@ World-proven Gilbarco fo 





) 
| 


" advantages —write today for illustrated brochure. 





All  “Sales- Maker”’ models 


are available with giant 
brand panels 


GILBERT & BARKER 
Manufacturing Co 
West Springfield, Mass 
Toronto, Canada 
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ELLIPTI-ROUND...new 
that makes ’em big, 





6,000-gal. insulated asphalt model is built with new high-temperature 


aluminum alloy for E. Brooke Matlack. 


Now, you can have the sleek, low-slung look of an 
elliptical tank ... the big payload of a round tank... 
the excellent drainage of a conical model—all in one 
trailer tank! Butler engineers have “married” the best 
features of all three types into an exciting new tank 
design ... Ellipti-Round*. 

Here is the tank shape for hauls where fast, easy 
clean-outs are important. It’s the ideal tank shape for 
hauling viscous materials—its excellent drainage is 
perfect for asphalt, hot oil, etc. Here is the tank shape 
for petro-chemicals where contamination from pre- 
vious hauls is a problem with other types of tanks 


*Patented, U.S. Patent Office 





which rely on tunnel drains and other difficult-to- 
clean areas. Here is the tank shape for general pur- 
pose hauls—you can carry a wide variety of products 
without sacrificing payload for versatility. Ellipti- 
Round carries more, in fact, than conical or taper- 
shaped tanks — and really gives you bonus gallons 
compared to special-purpose models. 

Butler Ellipti-Round is available in aluminum or 
light-weight steel. It’s also available in a new high 
temperature aluminum alloy for use with asphalt or 
hot oils to 450°. 

Write or call for Ellipti-Round details. 


, BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 


954 Sixth Avenue, S.E., Mi poli 


14, Mi + 





Manufacturers of Equipment for Oil Production and Transportation, Farming, Dry Cleaning, Outdoor Advertising © Metal Buildings © Custom Fabrication 


Factories at Kansas City, Mo. © Minneapolis, Minn. « Galesburg, Ill. « 








Richmond, Calif. « 


Birmingham, Ala. * Houston, Texas * Burlington, Ontario, Canada 
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Butler tank design 
low and better draining 


2 Ruse 


Aluminum 7,500-gal. general purpose Ellipti-Round tank 
is designed for petro-chemical hauls. 


A 
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BIGGER INSIDE ELLIPTI-ROUND ROUND CONICAL 


Ellipti-Round gives you 
extra capacity compared LOWER OUTSIDE 
to conical tanks, yet has New Butler tank shape is the key to lower, sleeker 
TOP View OF ELLIOT ROUND the superior drainage of transports with high payloads. It’s as much as 11 
SHAPE this type of design. inches lower than round or conical models. 


Poa |e a 


BETTER DRAINAGE EASIER CLEANING 


Sloping bottom of Ellipti- \ Tank drains completely, leav- 

Round gives excellent ing a minimum of cleaning to 
drainage — lets you un- do. When detergents and sol- 
load faster and deliver ? vents are used to clean the 
all of the load that your eit tank, they drain out without 
customer pays for. the need to mop up. 
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AMERICAN CARS! 


Delco-Remy’s new expanded line of electrical system 
service parts makes headline news for jobbers, service 
outlets and customers alike. Now for the first time 
owners of all popular American cars can enjoy the 
quality and reliability of parts from Delco-Remy— 
world’s largest original equipment manufacturer of 
automotive electrical systems. 


One inventory, one supplier, one line! Stock Delco- 
Remy alone and you’re set to service all popular 
American makes: contact point sets, rotors and caps, 
generator brushes, regulators and coils. Get full 
details about this great new profit opportunity now 
from your United Motors Distributor. 


GM GENERAL MOTORS LEADS THE WAY—STARTING WITH Delco-Remy ELECTRICAL SYSTEMS 


DELCO-REMY DIVISION OF GENERAL MOTORS ANDERSON, INDIANA 
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LINCOLS Hy Sin 


o4 SR ie 
LUBREELS* 


“give us 
all three in one 
... Styling, quality, 


efficiency” 


“When we built 

our ultramodern 

station, we natural- 
, ly chose Lincoln’s 
' new Golden Stand- 
ard reels to give us all three in one... 
styling, quality, efficiency. For ease of 
operation, Lincoln reels are the best yet. 
And we can turn out more grease jobs 
and oil changes in less time than ex- 
pected. Of course, we’re very pleased.”’ 


W. B. HAGAN 
Hagan Shell Service 
Owensboro, Kentucky 








*Trode Name Registered 


Lead with Lincoln... 


Lincoln LINCOLN ENGINEERING COMPANY 


5702-74 Natural Bridge Avenue * St. Louls 20, Missouri 
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Make your lubritorium a Golden Invitation to new sales! 


Write for new Lincoln Catalog 57, or contact your Lincoln jobber. 


Division of The McNeil Machine & Engineering Co. 
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Pocket more_ profit right 


PUROLATORS 


Nearly 4 million cars are 
ripe prospects fora 
new Purolator Air Filter 


... RIGHT NOW! 


‘Today there’s hardly a 1957 or 1958 
car that can’t use a new Purolator 
Air Filter. 


And Purolator gives you the 
timely sales tools that will convert 
this big, growing market into cash 
customers today. 


Your dealers will enjoy the bene- 
fits of the biggest, most effective 
filter selling program in the industry 
when they promote Purolator. From 
Direct Mail to Nationwide Radio— 
Purolator gives you and your deal- 
ers everything to make filter busi- 
ness a big-volume business. 


Don’t lose another minute—or 
another sale. Now is the time to 
promote Purolator Air Filters—and 
Oil Filters, too. 


SALES 


Here’s the all-out sales 











FILTER 








DIRTY 
FILTER 


25 


NEW FILTAIR-CHEK demonstrator- 


merchandiser 


costs you less than 50¢ 


Dealer pays for the Fiitair-Chek unit 
Dealer gets Free AFP-13 which he sells for. 


Dealer’s actual cost only 








one LS se sa SDs he. Site: POR Zi Ee Se 
PP CCR Ue Oe WR US tee a Cae mn rns Se ee eos 


hom i i 
mi, Wace lek mh eta eae 


PROMOTE THE NEW FILTAIR-CHEK NOW 
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AIR FILTER 


DRIVE 


program to bring all the business in! 





NETWORK RADIO || PUROLATOR SPECIAL | NEW 


ADVERTISING DIRTY AIR FILTERS 


MORE week-after-week Filter advertising on a r ssnibhenenen 
MONITOR | 
rhe new mee A gee Se === ==! Poster 








NEW 


AIR FILTER AIR FILTER 


SALES - GIVEAWAY 
GUIDE CHART FOLDERS 














COMPLETE SALES PACKAGE FREE TO YOUR DEALERS 


PURQLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS INC. + Rahway, N. J.; Toronto, Ontario, Canada 
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Only TIMKEN-DETROIT 
TK-500 2 "iiss 


GIVE YOU EXTRA STRENGTH 


Practically Indestructible 
One Piece Forged Steel Brake Spider 
and Flange! 


Designed to permit free air circulation for the 
fastest cooling of drums and electronically welded 
to the axle for even greater strength. 


Electronic Butt Weld Makes Spindle 
and Axle One Piece! 


Actually the strongest section of the oxle. Hot 
pierced alloy steel spindles will last the life of the 
vehicle. 








ay Plants at: 
. Detroit, Michigan * Oshkosh, Wisconsin 


WORLD'S LARGEST MANUFACTURER 


Only Rockwell-Standard has the facilities to perform these 
important operations... operations that bring you the world’s 
strongest, safest, lightweight trailer axle. Backed by 50 years 
of axle pioneering and millions of miles of trouble-free service, 
Timken-Detroit is the pace-setter of the industry. Continual 
laboratory and road testing prove Timken-Detroit trailer axles 
to be the lightest and strongest available. 

For greater safety, less maintenance, and more payload, 
specify the Timken-Detroit TK-500... The Accepted Standard. 


WP 


—~——_._ Kenton and Newark, Ohio Mnr / 


New Castle, Pennsylvania AX M1 E Ss 


ROCKWELL-STANDARD CORPORATION 
WO AxiF Divi N 


OF AXLES FOR TRUCKS, BUSES AND TRAILERS ee net 


A Product of ROCKWELL-STANDARD Corporation 


ae! Pi flandard ls 


© 1958, R-S Corp. 
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Additives double the life 
of diesel fuel filters 
in earth-moving equipment 


Air-supported nylon 
warehouses solve storage 
problems for oil marketers 


Low cost and easy portability are the 
chief advantages of air-supported ware 
houses like the one pictured here. 

Such structures provide ideal storage 
shelter fon petroleum products — in 
drums, and TBA items. The cost can 
be as little as one-tenth that of the 
same-sized structure built of conven 
tional materials. When deflated, the 
entire building can be transported in a 
station wagon. Only a couple of hours 
are required to erect the air-supported 
structure of average size. And the en 
tire job can be done by two men. 


Made from oil 


Another important feature of the ait 
supported warehouse which is of pat 
ticular interest to oil men is that it is 
made of petroleum-based nylon. 

Nylon is a typical example of the 
many new products which the chemi 
cal industry is developing from petrole 
um. And the DuPont Company is one 
of the leaders in the development of 
oil-based chemical products. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc. 





CUT DOWNTIME IN HALF 


Five recent months of field and laboratory tests put new light on filter 
performance in automotive diesel equipment. 

The first field testing phase determined the “hours to plugging” of 
secondary filters in earth-movers operating on fuel which had not been 
treated with Du Pont additives. These were the commonly used resin 
impregnated paper filters with a porosity of approximately two microns 


... filters known to afford excellent protection for fuel-injection units 


FILTERS WERE CONTINUALLY CHECKED throughout the test 
Paul Richard, Du Pont representative and automotive specialist 
is shown at left discussing filter-plugging problems with one 
of the diesel operators 


In the second phase, Du Pont Fuel Oil costly downtime for emergen ervir 
Additive No. 2 (FOA-2) and DuPont ing in the field, and filter replacement 
Metal Deactivator (DMD) were added was cut in half 

to the test fuel. Filter life, on the ave 
age, was doubled 


This means, of course, that only half 


Insoluble residue reduced 
FOA-2/DMD combinations reduce the 
amount of insoluble residue which nor 


as many filters were required, and that 





DUPONT! 


NEW MID-CONTINENT REGIONAL MANAGER 


WILLIAM W. WINGATE has been 
promoted to manager of the DuPont 
Petroleum Chemicals Division’s Mid- 
Continent region, with headquarters in 
Tulsa, Oklahoma. 

He was formerly assistant manager 
of this region. Previously Bill had been 
active in regional sales and technical 
service work on all DuPont additives 
other than tetraethyl lead. This in 
cludes DuPont Metal Deactivator, 
lube and fuel oil additives, antioxi- 
dants, dyes and grease stabilizers. 

Bill Wingate had an early introduc- 
tion to the oil industry doing gasoline 
and lube oil testing for a major oi] com 
pany while earning his B.S. degree in 
chemical engineering at the University 
of Pennsylvania. 

During World War II, Wingate was 
a lieutenant in the Navy and spent 
three years on submarine duty with the 
Pacific Fleet. 

He is a member of Sigma Xi and Tau 
Beta Pi. 





WILLIAM W. WINGATE 





Additives double filter life 


UNTREATED FUELS 


HOURS OF OPERATION 
BEFORE FILTER PLUGGING 








TREATED FUELS 








| 





TEST 2 


TEST 1 


TEST 3 





A, B,C and D represent different diesel earth-moving vehicles used in the tests 


mally forms in a fuel during storage or 
recirculation in an engine fuel system, 
FOA-2 acts also as a solubilizer and 
dispersant of sludge formations, and 
will prevent injector sticking and filter 
fouling. DMD retards the formation of 
copper mercaptide gel as well as com 
batting the adverse catalytic effect of 
copper-bearing metals in a system, 


More flexible processing 


FOA-2, you 
meet varying 


can balance 
market de 


By using 
stocks to 





mands, because it stabilizes fuel during 
storage. You can stabilize cat-cracked 
distillates or blends with straight-run 
stocks. And you can improve residuals, 
too. 
Test your own stocks 

It’s easy to test FOA-2 and DMD in 
your own stocks. 

Samples and technical information 
are available from your DuPont Pe- 
troleum Chemicals Division technical 
representative. Contact him for further 
details. 


NEWS 











Petroleum Lab 
being expanded 


A large construction project, expansion 
of the product development and tech- 
nical service facilities at the DuPont 
Petroleum Laboratory, is now under 
way. Completion is planned for mid-’59. 
The project includes the addition of 
two new wings to the main laboratory 
building, to house new chemical and 
engineering apparatus for development 
and performance testing of chemical 
additives for petroleum products. 
New facilities for the Petroleum 
Chemicals Division’s Road Test Labo- 
ratory also are a part of the project. 





New aluminum engine to 
test additive performance 


Looking toward future trends in the 
automotive industry, the DuPont Pe- 
troleum Laboratory has installed an all- 
aluminum test engine to check per- 
formance of fuels and lubricants in 
lightweight power plants. 

The new unit, a four-cylinder engine 
duplicating a companion test engine of 
conventional cast iron and steel, will 
provide comparative performance and 
combustion data for the petroleum and 
automotive industries. It will also assist 
in the laboratory's development of new 
products to meet lightweight engine 
requirements. The engine will be of 
particular value in analyzing the per- 
formance of refinery stocks that might 
be used in blending future fuels. 


SALES OFFICES ———— 


Chicago 3—8 So. Michigan Ave. ...RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. ...SUperior 1-1363 


Houston 2 
705 Bank of Commerce Bidg. ..... CApitol 5-1151 


Los Angeles 17—612 So. Flower St. MAdison 4-1354 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center ATlantic 1-2933 
San Francisco 4-111 Sutter St. ....EXbrook 2-1934 
Seattle 3—4003 Aurora Ave MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont Company of Canada (1956) Lim 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario HUdson 1-6461 


In Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bidg., Wilmington 
98, Del., PRospect 4-2962. 


REG. U.S. PaT. OFF. 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


OVER 


A-7720 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 


Printed in U. S. A. 


















































with porcelain enamel stations 


multiple pump 
operators get 
sales appeal at 


ITT 


a saving 


This new and modern concept 
in porcelain enamel has flexi- 
bility in station design. Bays 
and pylons can be added in 
vivid colors to suit your identity 
or trade mark. Avoncraft por- 
celain enamel is light, durable, 
maintenance-free . . . stays 
bright and clean. And should 
the traffic pattern change, your 
stations can be moved to a new 
location . . . fast! For sales 
appeal with economy, consult 
Avoncraft now! 

Send for our illustrated brochure 


showing Avoncraft stations in 


full color. 





























VOner architectural Products 
— A DIVISION oO F 


AVONDALE MARINE WAYS, INC. 


PP. o. BOX 10q0o30. NE WwW ORULCEAN S$ Ss. A 
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DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE e LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 

CALL US COLLECT 
be prepared nnd 

culo eR, FOR FAST 


specifications. sii isin ACTION 


Samples and ry qy\l : PHONE 
description WA as am Y Mulberry 
4-1726-7 


tf, 
Upon reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


ae a) eo ©) 8 er. 2 OO) MO] ere). 1 Le 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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HAMMOND IRON WORKS 


announces 


. o 
s 


ACHAT 


———— sts oe 
waMoOnrte pia OV 


he first practical and guaranteed 


DATING ROOF 


FOR small diameter tanks in 
MARKETING, BULK STORAGE, PRODUCING 
and REFINING OPERATIONS. 


Suitable for storing gasolines, crude oils, and hydrocarbon chemicals. 


The HAMONDFLOTE COVER is constructed of rigid 
polyisocynate foam—a plastic material with exception- 
ally low density and high load carrying capacity. 


* CONSERVES VAPOR + PRESERVES PRODUCT 
* PREVENTS CORROSION * LOW COST—NO MAINTENANCE 
* UNSINKABLE + VIRTUALLY INDESTRUCTIBLE 

LONG LIFE—(more than 10 years expectancy) 

UNAFFECTED BY WORKING TEMPERATURES 

—(from —94° to +300° F) 


Y FOR ITSELF 
* EASILY INSTALLED OR REMOVED a 


MONTHS. 


Write or call us and we will send our nearest representative 
to give you full information. 


*Pat. Pending, Trade Mark reg. 


HAMMOND IRON WORKS 


AMONDTANKS> 744 BROAD STREET, NEWARK 2, N. J. 


owe 


. ia 
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NEW 
HIGH PRESSURE—HIGH VOLUME 
JET FUELING 


» 


Fram-Warner _ Lewis Separator /filter 


Now In World Wide Service 








Fram-Warner Lewis announce a 
completely new line of water sep- 
arator/filters to meet high speed 
jet fueling requirements: 

*Two stage design provides posi- 
tive protection against contaminent 
carry-over into sensitive turbine 
engines. 

*New low cost and easy servicing 
features provide minimum mainte- 
nance cost. 

*Compact, lightweight design will 
fit your refueler trucks and hydrant 
servicing vehicles. 

*Capacities from 60 GPM to 1200 
GPM in carbon steel or non ferrous 
construction. 

*All models are designed and 


: tT / | tested to meet performance re- 
Warner | WL fae f iz quirement of MIL-F-8508A. 


Lf wi S \ \ t | Let Space Saver water separator/ 
_Et vy : filters be the cost saver in your 


‘e Hat || i new fueling facilities. For further 
TL PANY ; (oy | details write for bulletin 9-5M-58. 
BOX 3096 © TULSA, OKLAHOMA ire \ 

















DIVISION OF °°" CORPORATION 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

the 1958-59 NPN FACTBOOK issue 


TO TAKE STEPS 
(make notes, write memos, 


telephone, advise agency, do something) 
TO SEE 
THAT IT DOESN’T HAPPEN AGAIN 


The 5th annual National Petroleum News 


FACTBOOK issue to be published in mid-May 1959 
closes for advertising April 15th, 1959. 


Be sure it’s on your 1959 advertising schedule now. 


The subscribers to the monthly National Petroleum News and its annual FACTBOOK 
issue are the oil marketing management men in the major oil companies and the 
independent oil jobbers. These are the men responsible for the purchase and mainte- 
nance of practically all facilities and equipment required for the storage, transportation 
and merchandising of petroleum products. They are also the men who buy the tires, 
batteries, accessories and other products sold through service stations. These buying 
managers of America’s gigantic oil marketing industry keep and use the NPN FACT- 
BOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers them to your 


products every time they use it the year-round. 


Put it on your 1959 advertising schedule now. 
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for farm... 


factory... 


source — 


for every HAND PUMP need! 


construction 





Get more consumer business with a modest investment! 


It costs so very little to capture—and hold 
—consumer customers with Hand Pumps 
designed to ease their work, eliminate both 
hazards and waste. And, one source—a depend- 
able name during 57 years of petroleum 
progress—simplifies your buying prob- 
lems with a complete line. Tokheim Hand 
Pumps, both hose and spout models, are 
low-cost, ruggedly built, and require mini- 


mum maintenance. Equally adaptable to 
skid-tank or drum—most any work situation. 
Many models meet varying requirements— 
capacities from 12 to 30 g.p.m.—diaphragm 
and piston types. See your Tokheim repre- 
sentative soon about these consumer 
business-builders! You'll find them the finest 
pumps of their type in the market. Mean- 
time, write direct for illustrated literature. 


General Products Division 


TOKHEIM CORPORATION 


DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
___Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (International) A.G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Canada 
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WOMEN EXPLORERS 


want Delco DC batteries. That’s why they’re easier to sell 


And women explorers aren’t alone in this preference. In fact, the surveys of three different 
national magazines proved that all America names Delco as its No. | battery preference. It 
figures. Delco Dry Charge batteries offer the freshest power money can buy and they are backed 
by General Motors warranties that are good all over the United States and Canada, too. That 
isn’t all. Deleo supports your sales efforts with the strongest advertising in the battery busi- 
ness—full page ads in Life, Look, Post, and Reader’s Digest—plus the Lowell Thomas News- 
cast on radio. Even if your customers aren’t explorers, they'll seek out the dealer who handles 
Delco. Like we said before: It’s easier to sell Deleo DC, because more people know Delco DC. 


o> built by Delco-Remy 
istributed nationally through 


YSTEM 


| EELAA© (paris 
GM) UJ M S be General Motors leads the way—Starting with Delco Batteries 
] “ ic —————— 
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Petroleum Sales Managers 
\ 


THE GENERAL TIRE NOW OFFERS YOU 
A COMPLETE TBA PROGRAM SO 
FLEXIBLE THAT IT CAN BE TAILORED 
TO ANY MARKET=—ANY SITUATION! 


FEATURING A FULL PROFIT LINE 
OF GENERAL PASSENGER, TRUCK 
AND FARM TIRES... TUBES, BATTERIES 
AND ACCESSORIES... THIS SURE-FIRE 
PROGRAM OFFERS ALL-OUT ADVER- 
TISING, MERCHANDISING, MARKET- 
ING AND SALES TRAINING HELP. IT 
OFFERS WAREHOUSE FACILITIES AS 
NEAR AS YOUR TELEPHONE! 


TO INCREASE TBA SALES AND 
PROFITS FOR YOUR DEALERS AND 
YOURSELF, WRITE IN CONFIDENCE 


L. L. HIGBEE, 
TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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MEN | 
ON THE JOB); =| The Modern Packaging Line 


LOOK BETTER... | starts with the choice of the Filler! 
women BETTER... 














aud your best choice (sa HORIX! 





Whether you fill into ‘'F’’-Style or Sanitary Cans, Horix 
fillers will handle the product with the greatest degree of accuracy 
at highest speeds to assure lowest unit filling cost. Under-surface 


INDUSTRIAL filling for foam control is available if desired. 
The model illustrated (HFS-20) is the latest addition to the 


WORK WEAR b Horix full line of can and bottle fillers. Incorporated are Horix 
Lg features that have won the respect of the entire industry .. . 


perfect container control, quiet, efficient operation, simple, rugged 


construction. 

In addition there is no splash-out, and a new valve seals even 
dented cans. Illustration shows this model filling anti-freeze into 
Sanitary gallons at 150 per minute, the fastest speed in the industry 


Complete, lasting SEND FOR DESCRIPTIVE CATALOG NO. 581-E 
satisfaction guaranteed! 


JUST OFF THE PRESS—this new catalog describes Horix’s full line of 
automatic, semi-automatic and hand operated fillers. It includes modern 
machinery for the smali plant and for highest speed production lines 


For full details, write: 


THE H. D. LEE CO 
GENERAL OFFICES 
117 W. 20th ST., KANSAS CITY, MO. 


WORLD'S LARGEST MANUFACTURER MANUFACTURING PITTSBURGH 4. PA 
OF UNION-MADE WORK CLOTHING 
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gE EQUIPPED TO LUBRICATE ALL THE POINTS 


power 


DIFF, 
STEERING RENTi Ay s 


WHEEL 
BEARINGS 








<* 





With ARO... Have the Modern Lube Equipment 


for Complete Service and Greater Profit on Every Job! 


No--hand guns won’t do for today’s A.T.F., wheel 
bearing, power steering or crank case service! You 
need specialized equipment for each of these services 
... to lubricate all cars and step up your profits. 
Merchandise your complete lube service as an aid to 
motoring safety and.the way for your customers to 
avoid needless repairs. 


Look into ARO overhead reels and the 
complete ARO lube line to give you the 
well-rounded lube service that will ring 
up top lube profits, month after month 
for you. See your ARO jobber now! 


® Get the ARO Exclusive 

THE ARO EQUIPMENT CORPORATION 

GENERAL OFFICES — BRYAN, OHIO + Plants at AR O 10,000 Lube Job WARRANTY 

Bryan and Cleveland, Ohio. Aro of Colif., 3141 S. ARO warrants the AL-207 Air Motor to be free from 

Grand Ave., Los Angeles 7, Calif. Aro Equipment of defects in workmanship and materials for 10,000 

eens en Ail Princinal Cities. LUBRICATION EQUIPMENT lube jobs or 3 years, whichever occurs first, from 
date of purchase. 


Automotive—Farm 
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Continental puts extra service 
into every steel container 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 
you what we mean by famous Continental service. 


Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 


to prevent corrosion-caus- 
0) ing cracks poe assure CC CONTINENTAL 
100% complete interior 
® coverage. In s tae or open CAN COMPANY 
head pails— lug, ring 
seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 


Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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For Custom Plate Fabricated 


CODE TANKS and PRESSURE VESSELS 
there is no substitute for Eypenionce 


Modow, Weld Company offers a wealth of experience in plate 
fabrication. Five well equip Modern Welding Plants are strategically located to 
serve the Chemical Processing and Petroleum Industries. All plants are equipped to 
handle vessels that require exacting specifications. 


MODERN 
WELDING CO 


wous to" 
TERAS 


Fractionating Column—72” Dia. X 110’-0” length, %” wall thickness with 40 trays. All welds 100% X-ray quality. 
Constructed for internal pressure and full vacuum, Stamped A.S.M.E. Code. Total weight 83,000 Ibs. 


Heat Exchanger — Lower Section Styrene Stripping Column —9'-6” Dia. X 80’-0” length, 
4'.0” dia. X 14'-0”. Upper Section ¥” plate walls and 5%” heads. Constructed and 
1’-8” dia. X 10’-0”, 54” Carbon Steel stamped A.S.M.E. Code. Vessel contains 14 stain- 
Plate Wall. A.S.M.E. Code construc- less steel perforated trays, 16 manways, 146 couplings, 
— using tube bundle of schedule and nozzles. Total weight 72,000 lbs. 


MODERN WELDING COMPANY 


INCORPORATED 
Owensboro, Kentucky 
NEWARK, OHIO -- ORLANDO, FLA. - HOUSTON, TEXAS - BURLINGTON, IOWA 
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Functionally correct Bowser Dispensers have giant, 


wide-angle, eye-level dials for maximum readability. 


Bowser’s clean, uncluttered lines compliment 


station appeal for product salability. 


Mechanically, Bowser Dispensers are unexcelled 


for performance and dependability. 


ESTABLISHED 1885 MARKETING DIVISION, FORT WAYNE, INDIANA 


SALES AND SERVICE OFFICES 
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Albany 
Atlanta 
Boston 
Buffalo 
Chicago 
Cleveland 
Dallas 
Detroit 

Fort Wayne 
Houstor 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New Orleans 
New York 
Philadelphia 
Pittsburgh 

St. Louis 
San Francisco 
Seattle 


Tulsa 





DO TUBE / TUBELESS TIRE REPAIR JOBS BETTER 
AND FASTER WITH SCHRADER ‘ 


GAUGE! INFLATE! SEAL! YOU MUST HAVE ACCURATE GAUGING! 


Every tire repair job means deflating, in- 
flating, and gauging. With the Schrader 
Chuck Gauge .. . a typical Schrader labor- 
saver... you can do all three with one de- 
vice! Anyone can use it right, fast. Teamed 
up with Schrader’s other gauges . . . famous 


pair products, you and your service per- 
sonnel get more done in less time, with less 
trouble. 

And remember, no tire job is complete 
until you seal the air in with genuine 
Schrader Caps and Cores. Your Schrader 


for accuracy ... and other Schrader tire re- supplier has them all. 


The, Crs 2 eS SCHRADER VALVE 





CORES AND CAPS 
are standard all 
over the world. 
: i Buy them in bulk 
ak | r oa to use as a staple 


ly “is item. 


1 we 


SCHRADER TRUTEST SPECIAL certifies gaug- 
ing equipment, gauges, and airlines. #81068 


PASSENGER CAR OWNER'S PERSONAL GAUGE. 
Display them; sell them. #5050A 





—f- a —— ty - peemenenderiieainnadtesrees 
eat cme aiadedal ——— - —- NEW GENUINE SCHRADER CHUCK GAUGE WITH 


REPLACEABLE GAUGE UNIT saves time, steps, 
ALL PURPOSE SCHRADER GAUGES you can use trouble. Install in all your strategic service 
even on big truck duals. #7188BH 72095L areas. #3650 type 








PENCIL TYPE ‘‘DIPSTICK" GAUGE. The gauge 
you carry always. Clips in pocket. #7750T 


oe 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 


+ Geko eee FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Inside the chassis dynamometer test room at 
Gulf’s new Automotive Products Laboratory. 


a iss 


How would you like to drive on a turnpike where 
the temperature changes from 70 degrees below 
zero to almost 100 degrees above. ..where you 
“travel’’90 miles an hour but don’t move...where you 
go up and down steep hills while still on level ground 
... and where you hit a head wind one minute and 
a tail wind the next? 


You'll find this “indoor turnpike,’”’ where such 
things are possible, at Gulf’s huge Research Center 
in Harmarville, Pa. It is part of the Automotive 
Products Laboratory. 


The function of this laboratory is to test a va- 
riety of petroleum products under every conceivable 
road condition. The “indoor turnpike,’ known asthe 
chassis dynamometer test room, is designed to per- 
mit vehicles to be “‘driven’’ at all normal operating 
speeds and, of course, under all conditions. 


In this huge drive-in room, elaborate mechanisms 
beneath the floor provide the effects of driving on all 
types of grades, in head or tail winds and with vary- 
ing humidity. This allows the testing of a great va 
riety of fuels, wheel-bearing greases and transmis- 
sion lubricants under the severest stresses of actual 
driving. 

The function of the “turnpike’’ is not only to 
determine the efficiency of petroleum products now 
in use but to test those which will be distributed in 
the future. 


This is indicative of the awesome amount of re 
search now being conducted by Gulf and other mem 
bers of the progressive oil industry. All of it has as 
its ultimate goal the preparation of finer petroleum 
products and such scientific advance must have as 
its end result public benefit. 


Gulf Oil Corporation, General Offices, Pittsburgh, Pa. 
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United Improves 
Flexibility And 
Economics With 


Fluid Catalytic 
Cracking Unit 


by H. A. Logan Jr., 
President 
United Refining Company 
Warren, Pennsylvania 


On June 23, 1957, United Refining Com- 
pany completed 55 years in the refining of 
petroleum products. As auspicious as this 
occasion may have been, we did not cele- 
brate in the usual sense. Rather, we con- 
cerned ourselves with future plans, in which 
a 2,500 BPSD UOP Fluid Catalytic 
Cracking unit, on stream May 5, 1957, has 
a significant part. Indeed, it is a happy 
feeling for us at United to know that we 
are going into our 57th year so well equip- 
ped for continuing our tradition of service 
to our customers by providing top quality 
petroleum products. 


Cat Cracker proves best 


Early in 1956, we approached Universal Oil 
Products Company, licensor of petroleum 
refining processes, for assistance in planning 
our modernization program. Because of our 
particular need, UOP suggested the Fluid 
Catalytic Cracking unit. But before making 
a final selection, we organized a thorough 
and complete study of the problem, includ- 
ing all available alternatives, to determine 
the process that would both allow us to 
best serve the needs of our customers with 
high-quality products, and to do so at rea- 
sonable initial investment and operating 
costs. As a result of this study, we found 
that the UOP Cat Cracker was the most 
satisfactory choice for us because the proc- 
ess afforded United a greater flexibility in 
charge stocks, better quality of products, 
and lower investment costs. With the addi- 
tion of the UOP Fluid Catalytic Cracking 
unit, our refinery is equipped to process a 
much larger volume of Mid-Continent crude, 
which will account for the major proportion 
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H. A. Logan Jr. 


of our light products. Thus, we now have 
a much broader base of operations, a greater 
flexibility, and a more favorable economic 
position than before. 


30% to 50% yield increase 


As is true with other refiners, we are vitally 
concerned with yield. Since the UOP Fluid 
Catalytic Cracking unit was placed on 
stream, our gasoline yield has increased from 
30% to 50% with a corresponding reduction 
in the production of lower value middle 
distillates. The cat cracker has provided us 
with a greatly improved octane potential. 
Today we are marketing premium and reg- 
ular gasolines with octane ratings which 
rank among the highest in the country. As 
a plus feature, the UOP Fluid Catalytic 
Cracking unit has given us an improved 
realization for the middle of the barrel. We 
are producing one new product from the 
cat cracker, LPG, that we have not pre- 
viously marketed. 

After several months of operation, I can 
say that our original assumptions in the 
selection of the UOP Cat Cracker have been 
justified. Since our start-up we have con- 
sistently operated at design capacity or 
above, and our yields have been better than 
UOP’s estimates. 


For the future... 


Our 55th anniversary came at a time when, 
undoubtedly, more is expected from petro- 
leum products than at any other year in 
our history. Over the years, we have devel- 
oped a reputation for product quality which 
we have maintained through the application 
of the very latest refining technology. At 
United we use to maximum advantage both 
the processing know-how of our many years 
in the refinery business and the technology 
researched, developed, and made available 
to us by refinery specialists such as Universal 
Oil Products Company. In the future we will 
continue to operate in this tradition. 


“np UNIVERSAL O1L 
_ PRODUCTS company 


Fractionation column and cat cracker at United Refining Company, 


Warren, Pennsylvania. 
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Quality rust-inhibiting coatings plus two extra purchasing advantages 


make U.S. Steel today’s best source for all your steel shipping containers 


Dollar for dollar your products are 
protected better by U. S. Steel rust 

inhibited drums. U. S. Steel chemically 
cleans these drums after they are made, 
then coats them with extra zinc phos 

phate to give maximum protection. 

But 

At the same time you are getting this 
maximum protection, you can capital 

ize on two purchasing advantages, 
which you get with all U.S. Steel drums 
and pails 

1. Full, complete line. U.S. Steel offers 
the widest selection of steel shipping 
containers on the market. From 2\4-gal 

lon pails through 57-gallon drums—plus 


a complete line of stainless steel con- 
tainers. This allows you to fill all your 
needs at one time, in one place, with 
absolute confidence. 

2. Punctual deliveries. Sevenconvenient 
plants assure you of a smooth, even flow 
of containers. Your normal needs are 
filled without stops and starts, and you 
get quicker delivery on rush orders. 
Maximum protection, simplified pur- 
chasing, punctual deliveries: you get all 
these extras at no extra cost. Why not 
talk over your needs with the man from 
U.S. Steel? 

Factories in: Los Angeles, Calif. ¢ Alameda, 
Calif. * Port Arthur, Texas ¢ Chicago, Ill. « 
New Orleans, La. ¢ Sharon, Pa. ¢ Camden, N. J. 


United States Steel Products 


Division of 


United States Steel 


Ordinary drum 
after 1 year 


U. &. Stee! drum 
after 1 year 


PROOF OF U.S. STEEL PROTECTION! 


Both these 55-galion drums were weath- 
ered for 12 months. Rust appeared on the 
ordinary drum the first week. U.S. Steel 
rust-inhibited drum—coated with zinc phos- 
phate—shows no trace of rust whatever. 
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CoLor MERCHANDISING QuALitTy 


Color for positive Merchandising to fit your specific needs! Plastic insulation! 7 times more 
identification! Complete sales programs for use at the resistant to abrasion— impervious 
Samples on request. retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 


leading marketers. Ask us to demonstrate what we can do for you. 


Lead Terminal Strap 
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OVER 100 MILLION GALLONS OF FUEL 
PUMPED without work stoppage ! 








4/ 








The Portage Oil Corporation of 
South Bend, Indiana, is a multiple 
operation. They sell to bulk 
plants, handle and sell gasoline 
at their own filling stations and 
deliver fuel to home-owners and 
industrial plants. In the summer, 
several trucks are kept on the 
road selling fertilizers and insec- 
ticides. They also operate a truck 
for spreading oil on dirt roads 
The complexity of their business 
necessitates the handling of nine 
products which include #1 and 
#2 fuel oil, regular gasoline, ethy] 
gasoline, methy] alcohol, perma 
nent antifreeze and several sol 
vents. All products are stored in 
above-ground tanks 

Back in 1952, Portage Oil Cor- 
poration had Coffield Supply Co. 
install 8 Marlow, self-priming 


DIVISION OF 


centrifugal pumps at their bulk 
plant, to increase capacity and 
cut loading time. Two horizontal 
Model 32 HELP-9 pumps are 
used for unloading and stripping 
transports at 220 G.P.M., while 
six compact Model 20 EVP-9, ver- 
tical pumps serve the loading 
racks at 100 G.P.M. Once in- 
stalled, these units have been in 
daily service without work stop- 
page, pumping over 100 million 
gallons of petroleum products 
with original factory efficiency. 
If you have a petroleum product 
handling problem, look to Mar- 
low for the answer. Marlow builds 
a complete line of pumps for bulk 
plants, delivery trucks and trans- 
ports. Write for a copy of Bulletin 
PM-06 and the name of your 
Marlow dealer 


BELL & GOSSETT CO. 


Midland Park, New Jersey 


Longview, Texas 


° Morton Grove, Illinois 


Portage uses six space saving Marlow vertical, 
self-priming pumps on loading rack service. 
Loading can be accomplished at 100 G.P.M. 


Two Model 32 HELP-9 Marlow self-priming 
pumps are used for unloading transports at 
capacities up to 220 G.P.M. 
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PAY DIRT 


“FRAM INSPECT-O-SCOPE 
DOES THE TRICK,” says 


Ted Lach, Indianapolis Texaco 
dealer. ‘‘Now we conyince 
them that dirty air filter cart- 
ridges cause poor performance. 
It’s easy to sell them now.” 


wae = “USING THE FRAM INSPECT-O-LIGHT 
‘ AND DISPLAY sales jumped from one cartridge a 
swe P month to over 30. Seeing is believing. Now we don’t 
: get an argument,” says Chuck Schlemme, Tulsa Cities 
~ Service dealer. 


oe of 


FRAM MAKES IT EASY for your dealers to rack up big sales and _For full information, 


j S Wi eee Rd th aati * ay write FRAM CORPORATION, 
earn high profits with one of the fastest growing items in the accessory field. BY’ "idence 16, Rhode Island 


The two inexpensive FRAM selling tools, pictured above, show cus- 


tomers quickly when filters are clogged and need replacing. 1. The FRAM 
Inspect-O-Scope* is a portable unit that is used to test a filter right at 
the car. 2. The FRAM Inspect-O-Light and Display* is both an attractive 


sales display and night light and also an effective cartridge tester. OIlL+ AIR + FUEL+* WATER 


FRAM’S continuing leadership in quality products and in profitable 
merchandising can work for your dealers. 


*Pat. Pending 
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No new 
model car has 
ever obsoleted 
the Weaver 
Twin Post 
Lift! 


ahs 
NEW CARS: Photo shows 1958 
Pontiac on Weaver Twin Post Lift. 


AVE FR TWIN POST LIFT 


*% years ago shows 1938 Chevrolet on 


Weaver Twin Post Lift. 


This great all-purpose lift is rail-less, and pro- 

vides unobstructed chassis accessibility—lifts cars 

at outer end of lower control arms for com- 

pletely relaxed front suspension and proper ball 

joint lubrication and the safe way to handle Air 

Suspension cars — without deactivating Air Con 

trol Valves. It handles all 1958 models — or older 

models — long, medium or short wheelbase. Cur- 

rent model Weaver Twin Post Lifts, with stand- 

ard adapters easily handle jobs that can not be — _—— 

raised on other make lifts. ; a kK: 2 LONG CARS: Photo shows 149%” 
IF YOU HAVE Weaver Twin Post Lifts — you'll : eratearstet SS wheelbase Cadillac ‘Fleetwood’ on 
be glad to know that your lifts have not been < ac Weaver Twin Post Lift. 

made obsolete because of changes introduced in 

some new cars and trucks ... Special new wide 

saddle and adjustable adapters — or conversion tees > sagt pine ee 

packages — by Weaver will enable you to bring NEW WEAVER FRONT SADDLE SPOT- 

your equipment up-to-date. PING DEVICE (shown above) makes it 

Weaver Passenger Car Size Twin Post Lifts are easy tO correctly spn adapters under the 
regularly furnished with standard 60” wheelbase tale stage lifting points. Operator simply = 
adjustment. Other wheelbase adjustment ranges serts shift lever (A) into left (B) or right 
from a minimum of 36” to any desired maxi (C) socket to adjust corresponding adapt- 
mum available. er in oF out. 


ANY MODEL Weaver Twin Post Lift now SHORT CARS: This 1957 Rambler, 
in use can be modernized with this new wheelbase 108”, is raised on the 
Front Saddle Adapter Spotting Device. same Weaver Twin Post Lift. 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A. 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post Roll-on, Free-Wheel and 

Frame Type Lifts . . . Bumper Lift . . . Car Washers . . . Wheel Alignment Equipment . . . Head- 

light Testers Brake Testers . . . Wheel Balancing Equipment . . . Jacks . . . Wheel Dollies 
. and Air Compressors 
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INDUCTALLOY 


AXLE SHAFTS 


Eaton Inductalloy Axle Shafts, hardened by the Eaton induction 
hardening process which produces an extremely hard case that 
extends deep into the material structure, are able to handle more 
pounds of torque without fatigue failure. The result is extra thou- 
sands of trouble-free miles added to axle life, more vehicle time 


on the road—less in the shop, and reduced maintenance expense. 


eae . EATON 
The superiority of Eaton Inductalloy Shafts is performance INDUCTALLOY 


proven by millions of miles of heavy duty operation. Ask your SHAPE 


dealer for complete information. 


More than Two Million 
Eaton Axles in Trucks 
Today 


ORDINARY 
AXLE 
—~ SHAFT 


Yo . 
E TR) 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND, OHIO 


PRODUCTS: Engine Valves * Tappets * Hydraulic Valve Lifters * Valve Seat Inserts * Jet Engine Parts * Hydraulic Pumps 








Motor Truck Axles * Permanent Mold Gray Iron Castings * Forgings * Heater-Defroster Units * Automotive Air Conditioners 
Fastening Devices e Cold Drawn Steel * Stampings * Gears ® Leaf and Coil Springs * Dynamatic Drives, Brakes, Dynamometers 
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Wheaton liquid | Than me 
precision —— equipmen' 


OUR | 1 handl t will 
TERMINAL pprripte se dmonnens r cygqet tte STORAGE 
TANK 


E vapor loss . . . operate with less mainte- 
qui PMENT nance cost . . . longer life—if it is en- 
f gineered and manufactured by Wheaton. EQUIPM ENT 
: Over 65 years of experience have gone neem hn. 
‘nl ij into the development—and continuing vv — mS Iw 
\I improvement—of Wheaton Fittings. This aoe |i R. ’ 
is the basis of Wheaton quality—and the : 2 


reason why so many oil and chemical 
companies standardize on Wheaton. 


“ie 
oy a\e =. 


Wheaton 


LOADING ‘ 
VALVES Send today for new catalog which de- 


scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


Wheaton 
WATER DRAIN VALVES 


ay 
a TRUCK TANK ! “= i = 
ASSEMBLIES EQUIPMENT ees 


VALVES 


7pm, 


Fd Trey j 
{ 
S +-¢ mal Wheaton 


» 
ay GS 
A AUTOMATIC 
pe, ATE TANK GAUGES 











bias) 





Wheaton 


SLIDING TUBES AND J m™\ : g : ; 
SPOUTS A " ; Wheaton : 
Wheaton Cente, EMERGENCY VALVES | 
SWING JOINTS MULTIPLE VALVES Wheaton 
GAUGE HATCHES 


MS 


Wheaton 


Wheaton ea? 7 Wheat 
Wheaton aton Wh be 4 
DOUBLE STEEL eaton . 4" | Wheaton MID-POINT 
STEEL SWING JOINTS TRUCK TANK 
SWING JOINTS EMERGENCY VALVE EXTERNAL VALVES | THERMOMETERS 


(FLANGED) (THREADED) FAUCETS OPERATORS 


( 
Gt jen 








Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 


WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


Liquid Handling 
canes y Wheaton 
the best by every standard 
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WHY ARE 
D-X SUNRAY 


One answer: D-X Sunray Motor Oils 
are now ADVERTISED IN LIFE! 
* In the picture above, a helicopter lands on the roof of the 


unray Building in Tulsa. It’s loaded with first issues of LIFE 
magazine featuring D-X Motor Oil advertising—advertising 


=r BIG AS LIFE! With dramatic advertise- that will reach 26 million readers 
space age, ments like this second in the series, 
, D-X Sunray’s new advertising cam- 

paign in LIFE takes the story of D-X 

Motor Oil quality to 26 million readers. 


D-X Sunray’s great new series of colorful advertisements in LIFE 
mean new prestige for D-X Distributors and Dealers! 

New extra value for the D-X brand. New demand for 
premium quality D-X Motor Oils 


It’s the kind of advertising that makes a difference 
in your motor oil sales. 





missile power at no extra cont” 


Because D-X Boron has what 
makes the rockets go! 


D-X Sunray takes the difference in D-X Boron (the wonder 
fuel element, boron) and dramatizes it with a spectacular 
newspaper advertising campaign! With a thrilling new half-hour 
network-quality TV drama in 44 markets! With saturation 
radio schedules! With posters advertising in nearly 600 cities, 
and over 800 painted highway bulletins! With a new, 
hard-selling D-X farm advertising program! 





THIS HARD-SELLING newspaper ad- 
vertisement and others like it are 
making D-X Boron Motor Fuel the most It’s the most powerful advertising push in D-X Sunray history, 
successful new gasoline in the U.S. and it’s smashing all previous D-X sales records! 


help today... planning for tomorrou €<D-Xy 
rom -Y QTINP , <a 

f D-X SUNRAY “Ss ARE YOU READY TO ROCKET TO PROFIT? 
Write now and find out how D-X Boron and D-X 
D-X Sunray Oil Company (Subsidiary) BORON Sunray’s missile-powered advertising can make sales 
Sunray Mid-Continent Oil Company for you. Address: N. B. Ingram, General Manager, 
Tulsa, Oklahoma ® Retail Sales, Box 381, Tulsa 2, Oklahoma 

Dept. 77 
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DEADSAV SAD EAE NE ASAE GL 


MONEY BACK 
GUARANTEE 


refunded. 








Use any Skelly product. Give it what you 
consider to be a fair trial. You are the sole 
judge. If it does not satisfy you in every way, 
go to the station where you made your pur- 
chase and your money will be cheerfully 


Skelly Oil Company 








Only Skelly Jobbers Can Offer New Accounts 


The Strongest Consumer Guarantee 


In The Entire Oil Industry 


more about the advantages of becoming 
a Skelly jobber, including: 


By now almost everyone knows 
that Skelly has Keotane® — the new 
gasoline formula that has proved it can 
bring in enough new customers to boost 
a dealer’s gross profit $10,000 a year. 


But Skelly also has another important 
asset that’s worth additional thousands 
of dollars every year to Skelly jobbers 
and dealers. And that’s the famous 
Skelly Money-Back Guarantee. 


Read this guarantee carefully. It con- 
tains no double-talk. It means exactly 
what it says. And Skelly customers 
know it. 


Isn't this the kind of company 
you would like to do business with? 
Then why not decide now to find out 


1. Lowest consumption motor oil in the 
industry, Skelly Supreme Motor Oil. 

2. Complete and exclusive TBA line for 
plus profits. 

3. The hardest-hitting advertising sup- 
port in the industry to help Skelly 
jobbers and dealers win new cus- 
tomers. 

qualified 


. Liberal financing for 


jobbers. 


Send today for free booklet, “Would 
You Like To Increase Your Gross Prof- 
its $10,000 A Year?” 


Write G. H. Fent, Skelly Oil Company, 
605 West 47th Street, Kansas City 41, 
Missouri. 


Keotane is a trademark of Skelly Oil Company, Kansas City 41, Mo. 


SKELLY OIL COMPANY 


Marketing Department ¢ 


Division Offices: Kansas City ° St. Paul 


Tulsa e Wichita ° Denver 


605 West 47th Street 


© Kansas City 41, Mo. 


Omaha e 


Dallas e 


Des Moines e 
Aberdeen e St. Louis 


NATIONAI 


Chicago 


Proud symbol 
of Skelly’s 
rapid growth 
and faith 

in the future 
in this 
modernistic 
new 
identification 
sign, which 

is rapidly 
becoming 

the identifying 
insignia of 
Skelly stations 
everywhere. 
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AC ] Li 
N 0 W Of ome ‘on Cabinets SFLOM 


The Correct Model For | 
Every Type Station Top Quai: Sevice 


CHECK Dil NOW! 


CHECK OIL NOW! 
| 


iL Jott |}! 
ers 


ee 
ML for | 


4 


et 
Om 


CHECK OIL NOW! DeLuxt Mope.s (above) are of super 


ior quality and have stainless steel 

CHECK OIL NOW! P guard shields on channels to dress up 
— cabinet and prevent chipping of paint 

stainless steel sliding door at drain 

chute, and removable display section 

at front to give easy access to waste 


can receptacle. 


ECONOMY MOobELs (at left) give the 
greatest amount of display at the low 
est cost possible built to give de 


pendable service for years 


Aut Mopets display motor oil on 
both sides and are equipped to drain 
and store can cutters and empty can 

Model EC-42 Prov 
sive display of mo 
Model EC-28 For smaller vol high volume station: 
ume outlets where cost of 84 quarts of motor o 
equipment must be consider size 30” x 25 Height 
ed. Displays 56 quarts of oil 
Base size 22” x 25”. Height 54 


Finish is two coats of high gloss enamel 
baked on bonderized steel. Overnight 
locking covers and doors are controlled 
by a single lock. 


MODERN METAL PRODUCTS CO. «+ P.O. BOX 1798 + GREENSBORO. N.C. 
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NOW WESTINGHOUSE PUTS YOU ON TARGET FOR 


4 HEADLIGHTS | 
| AIMED HERE __@, * 


— ere -<, 


bf w Ay 









WESTINGHOUSE AIMER-HEADLAMP DEAL 


Headlamp aiming has always been a highly profitable business . . . but now it can pay off 


bigger than ever! The powerful new 4-headlamp systems make proper aiming a must—and 
a big national advertising campaign is drumming that point home to motorists! Cash in on 
this simple, profitable business with new Lev-L-Lite headlamp aimers. These aimers handle 
all 2- and 4-headlamp systems on any car equipped with sealed beams! 





Buy the complete AFP-2 Aimer Pack which includes: But you pay only...... $43.95* 
2 aimers and adapters............. $49.45 regular dealer price = §| = yOu SAVE,.... 
12 Safe-T-Beam headlamps......... 16.56 regular dealer price 


*includes $10.00 allowance for old aimer. 
(Prices shown are suggested.) 
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EXTRA HEADLAMP SALES AND SERVICE DOLLARS! 


CHANGE TO THE... y 
REVOLUTIONARY NEW LEV-L-LITE AIMER SAFEST 
e Complete aiming kit includes two aimers, two sets 1 Li GHTI NG 


of adapters, precision transit to compensate aimers 
for uneven floors. 

e Takes care of all 2- and 4-headlamp systems! 

e Checks headlamps vertically and horizontally with- 
out removing headlamp doors! 

e Aims beams to accuracy of 4 inch at 25 feet! 

e Checks headlamps faster than dealer can clean car 
windows! 

e Meets S.A.E. requirements! 


WESTINGHOUSE SAFE-T-BEAM™ HEADLAMP ASSORTMENT 
12 Safe-T-Beam headlamps come in free colorful 
merchandiser that contains five 5040S (6v.), three 
5400S (12v.) and two each 4001 and 4002 (12v.). 
Plus 2 free attention-getting banners to promote 
headlamp sales and aiming service. 


DRIVE SAFELY AT HIGHT... 1 ANY 
WEATHER... WITH 


Westinghous« 
SAFE-T-BEAM. 


All for only in gud °?** “tq HEADLAMPS 
less than cost of aimers alone! s. 


LETS YOU SERVICE ALL CARS ON THE ROAD! 





1. Sell the 12 new headlamps in the deal............ $29.60 
2. Aim these 12 headlamps (avg. charge $1.50 per pr.). . .9.00 
3. Use the aimer only 4 more times............0e00¢ 6.00 


you CAN BE SURE...1F iTS 


only Westinghouse Safe-T-Beam_head- \ | oe S ti ngh Ou S Cc 


lamps offer glare shielding on all beams. Be sure to specify 
Westinghouse on every lamp order. 
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PIPELINE ON WHEELS—E. Brooke Matlack ranks as one of the nation’s top 
haulers of liquid products...has been handling hazardous loads with utmost 
safety for almost 30 years. Safety and dependability are trademarks of 
Matlack's 27-state operation...and so is the Mack Bulldog that heads up 


virtually every one of Matlack’s 850 tractor-trailer units. 


Could any other make of truck 


1956: 


E. Brooke Matlack adds 50 Mack Diesels 





1958: Units average 200,000 miles each with no engine overhauls 


Here’s the record of 50 Mack B-61 Diesel tractors 
that E. Brooke Matlack, Inc. added to their fleet in 
1956 .. . and that paved the way for 58 more Mack 
Diesel units in 1957. 


e Units average 200,000 road miles—some over 


300,000 
No overhauls on any engine 


No engine failures to date (despite an average 
of over two pumping hours per day on most 
units) 


Average fuel consumption: 72 miles per gallon 
— constant 


All units in “like-new” condition 


On the facing page you’ll read how the people at 
Matlack feel about the economy, dependability and 
long mileage life of Macks. But for the best slant on 
Macks you can possibly get—invite your Mack rep- 
resentative to show you the Mack for you. And call 
in your best driver and ace mechanic. Mack Trucks, 
Inc., Plainfield, New Jersey. In Canada: Mack Trucks 
of Canada, Ltd. 


MAC K 


first name for 


TRUCKS... 





¢ Ls a AE, se 

, j 
// fae. 

eT \" 


—— ATLACK 
: — 


hd ail 1 oe rt 


- used Macks, they have measured up to our strictest 


"‘Long-term economy," say the Matlack Co. “Depend 


able truck equipment is absolutely essential for our standards in every way in dependability, in free- 
type of hauling. During the many years that we have dom from shop time, and in long-term economy.” 


"Macks maintain their quality,’’ says Shop 
Superintendent Louis Knollinger. ‘We main- 
tain one of the finest preventive mainte- 
nance operations anywhere. We keep our 
Macks up to new quality, in fact, in fuel 
economy, power and efficiency. That's a 
pretty big order, but frankly it would be a 
lot tougher with any other make of truck 
besides Mack.” 


’ 

"'Maintain high average speeds,” says Earl 
Heffner, a 13-year Matlack driver. ‘Sure, 
it’s a great truck all around, but my favor- 
ite feature is the 15-speed Mack Triplex 
transmission. We vary between 60,000 
Ibs. GCW in Pennsylvania to over 100,000 
in Michigan and they’re right for any load. 
Those five extra gear splits, plus Mack 
power, give us the advantage on hills and 
let us maintain higher average speeds 
between terminals.” 





Satta as, tt : 4 4 Te oe kd oes 
CP te « 50 
‘ - 


A MAJOR ADVANCE IN PAIL Sg! 


“ 

‘ 
* 
' 


} ie your pails can pour freely 
r sto 


—without spuiter, girgie or stoppage 


‘) 
\ ’ 


If your products will pour, they will pour freely— Assures complete drainage—like all Tri-Sure 
in a controlled stream—through these new double- Closures 
arrelled Tri-Sure* 134” Screw Type ¢ 5 ; : . 

barre lled rri-Sure . 4" Screw Pype and 45MM User can easily refill empty container 
Upressit Push-Pull Spout Assemblies. 
ss, @ Easy to install with Tri-Sure Clinch-On Tool 
After pails are filled, complete assembly is clinched 
—in any position—over Tri-Sure filling opening. Complete closure is below chime of pail for easy 


: stacking, storing, shipping 
@ Double-barrelled action—pours and vents 
ee ' Factory assembled to assure leakproof, tamper- 
@ Eliminates gulp, gurgles and stoppage in pouring 
proof closure 
@ Permits even, controlled flow from ‘“‘full’’ to 


6 ” Economical 
empty 


One of 25 different applications to a 

single standard opening —‘‘Clinch-On”’ 

the pail fillers’ choice. Consult your sup- 

plier or write for complete information. 
e 

*The ‘Tri-Sure’’ Trademark is a mark of 


reliability backed by over 35 years serving 
industry. 


Screw Type Upressit Type Cap Wrench Clinch-On Tool 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 
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Ahead of the News 


IN WASHINGTON 





Tax Breaks—Businessmen (especially small ones) get 
a big tax boost from late-session legislation. One big 
provision will help you buy new machinery and equip- 
ment. It’s a depreciation rule letting you write off dur- 
ing the first year about a fourth or more of outlays up 
to $10,000 ($20,000 for joint returns) on assets ac- 
quired after Dec. 31, 1957, with a useful life of at least 
six years. You take a 20% depreciation the first year 
in addition to the regular percentage. Businessmen will 
save an estimated $175-million through this provision in 
1958, and an additional $125-million in other new aids. 


Nix on Imports—Oil Imports Administration is ex- 
pected to deny most of some 85 new requests to import 
almost 700,000 additional b/d of crude. Hearings will 
probably be held this month or next. 


New Indictments—Justice Department is seeking new 
price-fixing indictments against a group of oil companies 
marketing in northern Indiana. U. S. lost an earlier 
case against 14 companies when a South Bend, Ind., 
judge threw out the case because of improper selection 
of jurors. Now most of the 14 are being reinvestigated, 
this time by a federal grand jury in Hammond, Ind. 
DJ hopes for new indictments this fall. 


Depletion Fight—Oil-state congressmen are warning 
the industry to gird for a battle—perhaps in 1959 or 
1960—to save the 2742% depletion allowance. Senate 
opponents smell blood now: Ten Republicans and 21 
Democrats voted recently for graduated reduction of 
the tax aid. Eight of them had voted to maintain the 
27'%2 % allowance in 1951, the last major vote. 


IN DETROIT 





Sealed-Fitting Progress—At least two auto supply 
manufacturers are said to have developed completely 
factory-sealed front end suspension systems. One Big 
Three spokesman says his company won’t make the 
systems available on ’59 models and maybe not on ’60s. 
But he predicts, “You'll be driving a car with no lube 
fittings by 1961 or 1962.” 


Polish-less Finish—All General Motors lines will re- 
portedly use new acrylic lacquers on 1959 models. Cer- 
tain other lines are expected to follow suit in 1960. 
Acrylic needs no waxing or polishing, is said to get 
brighter with age. (For all practical purposes, however, 
oil marketers have about as big a market for wax-polish 
products as ever—some 50-million cars or more.) 
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Fourth Quarter Outlook—DMost business executives 
expect their companies to sell more in this year’s 
fourth quarter than in 1957’s, says a Dun & Bradstreet 
survey. D&B reports 55%. of executives interviewed 
feel this way, encouraged by reports of heightened busi- 
ness activity. But these same businessmen are not op- 
timistic about profits. About 15% expect reductions 
and 47% expect no change. 


Gasoline Oversupply Threatened—If refinery yields 
of gasoline remain as high as they have been recently, 
the oil industry is in danger of a serious oversupply by 
year’s end, says chairman P. C. Spencer of Sinclair. 
With yields of about 53% gasoline and 25% distillates, 
Spencer says, the industry will wind up with a 22- 
million-bbl. shortage of heating oil in the fourth quarter. 
Only a minor change, if made now, is needed to correct 
this expected deficit, he argues. Otherwise, “the industry 
later will be called upon for unreasonably high refinery 
runs to meet the seasonal distillate demand and this. 
will simply add to the threat of burdensome excess. 
gasoline at the end of the year.” 


Commercial Account Furor—Legislative relief from 
major-company commercial account practices will be a 
big issue when the National Oil Jobbers Council meets 
in Chicago, November 6-8. Unless the current situation 
is alleviated, says general counsel Otis Ellis, he’ll rec- 
ommend the Council ask help from Congress. (For a 
full report on commercial accounts, see page 116.) 


Nine-Grade Pump in Canada—Marketers in Canada 
are watching Imperial Oil’s experiment with Wayne 
blending pumps in two Toronto stations. The pumps— 
of the type originally developed for Sun Oil Co.’s six- 
grade system—cost an estimated $1,500 each. Prices. 
of the nine grades range from 42.9¢ gal. to 52.9¢ gal. 


Credit Systems Growing—Independent credit services 
are moving into the gasoline field. Eventually they may 
bid to take over all petroleum credit. The Diners Club 
(700,000 members) reports it has signed up 3,000 
stations and garages. American Express, due to launch 
its new card Oct. 1, is “considering approaching” major 
companies. American Express recently acquired the 
Universal Travel Card of the American Hotel Assn., 
giving it an initial 160,000 members and 4,500 hotels. 
The company predicts 1-million members by “early next 
year.” 
* 


Stamp-Saturated—Webb Oil, Houston private brand- 
er, won’t use stamps anymore. Management feels so 
many competitors have stamps that cost doesn’t justify 
returns. 


More Ahead of the News & 
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Eyes on East—A big major with expansion plans is 
analyzing the East Coast, where it currently has no 
representation. One executive has been assigned the job 
of looking for distributors to switch over or buy out. 
If enough can be found—and supply and transportation 
arrangements can be worked out—the company may 
decide to move eastward. 


Steel Cans Slipping?—-Can manufacturers reportedly 
will soon increase the price of steel petroleum packages. 
Container executives say they’ve absorbed one round 
of steel price increases and have also made “competi- 
tive reductions” this year. Such an increase would make 
alternative materials more attractive to packagers. 
Aluminum and plastics stand to gain most. 


Magnolia Buys Out Jobber—Magnolia Petroleum 
Co. will go direct in New Orleans after buying out 
New Orleans Petroleum Co., Magnolia jobber in the 
area for 19 years. Jobbership, headed by Robert E. 
Elliott, had 42 owned or controlled outlets, “consider- 
able” consumer business, 800,000-gal.-a-month total 
light oils volume. Magnolia previously had 14 outlets 
in the New Orleans area, so its total now is 56. 


Service Contracts for Motorists?—Why not, asks 
Cities Service vice president L. T. White. He figures 
such a deal could be worked out for as little as 6¢ a 
mile. Maintenance contracts for truck and bus fleets 
are now commonplace, says White, but he knows of 
none for private motorists. 


Fina Feelers Out—American Petrofina’s talking terms 
with Southwest private brand groups and Gulf Coast 
independents. The Dallas-based “baby major,” which 
chalked up a net loss of $296,967 for the first half of 
the year, is concentrating on building its territory and 
resources. Among companies it’s reportedly sounding 
out are Eastern States Refining, Texas City Refining and 
Texas Gas Corp. 


Self-Defense—Oil marketing engineers are experi- 
menting with wider pump islands, up to 40-48 in. wide 
(usual width is 30 in.). Reason: Too much collision 
damage to service station pumps and other island- 
mounted equipment, say some engineers. The newer 
cars with long overhang at each end often get into 
trouble when drivers try to swing in close to the 
pumps. 
ae 


Little Inch Impact—New distribution patterns are 
taking shape in the Midwest, now that Texas Eastern 
Transmission has officially opened its $2-million ter- 
minal at Lebanon, Ohio. The terminal is served by 
the 1,800-mile Little Big Inch pipe line system, first 
common carrier line to link the Gulf refining area with 
the Midwest consuming area. (For more about the line’s 
impact, see page 156.) 
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Price War Panacea?—Retail prices are relatively 
stable in the Southwest, following withdrawal of tem- 
porary tank wagon allowances by suppliers. Only brief 
flurries of price cutting have been reported in cities 
like Dallas, San Antonio and Galveston. Withdrawal of 
allowances started in Texas and Oklahoma, later spread 
eastward. 


e 

New Canadian Competitor—Canadian Tire Corp. is 
entering the gasoline field in Canada. The first of a 
chain of service stations will be opened next month. A 
$200,000 pilot station is going up at Church and Yonge 
Sts., Toronto. It'll have a conveyor system for handling 
lube jobs and a blending pump for offering unbranded 
gasoline at regular prices. 


e 
New Refinery at New York Harbor—A 45,000-b/d 
refinery is expected to go on stream at Sewaren, N. J., 
by November. The plant, being built by Hess Trading 
& Transport Co., will be able to berth supertankers at 
its loading docks. This is the first entry into refining 
for Hess, a big wholesaler. 

East of Manhattan, a 3-million-bbl. ocean terminal 
is planned for Astoria, L. I., to open in October, 1959. 
Principals are Preferred Oil Co., its affiliate, Burns 
Bros., and a major. Initial capacity is pegged at 1.5- 
million bbl. 


* 

Oklahoma’s Ready —Conversion of Gaseteria’s 
Bonded stations to the Oklahoma brand will be com- 
pleted about Sept. 15. Only 28 scattered outlets in 
Illinois and Indiana still fly the Bonded flag. Oklahoma, 
aggressive Midwest arm of Standard Oil Co. (N. J.), 
has extended its advertising programs into Indianapolis, 
South Bend, and Des Moines to back up 175 former 
Bonded stations in those markets. Sale of Gaseteria to 
Oklahoma was completed late this spring (NPN—May, 
p 78). 


IN THE LABS 





Tubeless Puncture Sealer—Service stations may soon 
be offered a new form of puncture protection for resale 
to users of tubeless tires. A dry, powdery material in- 
stalled inside the casing is said to form a temporary 
seal if a puncture occurs. 


o 

Atomic Tankers—By 1961-62 the government hopes 
to build a small, 20,000-dwt experimental submarine 
tanker. The U. S. has contracted General Dynamics 
(for $24,000) to study the feasibility of using nuclear- 
powered subs to carry oil commercially. If the experi- 
mental ship works, the size of later models will be 
increased to 40,000 or even 60,000 dwt. A Swedish 
surface-navigating atomic tanker may come sooner. 
Plans for a 65,000-dwt model have been developed by 
Gotaverken Shipbuilding Yard at Goteborg, Sweden. 
This ship will have auxiliary diesel engines to navigate 
in a large number of canals and harbors where reactor 
operation is expected to be forbidden. 
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Petroleum Indicators 








NPN PRICE AVERAGES* 
Refinery /Terminal 
(¢ per gal.) 


Aug. July Aug. 
1958** 1958 1957 





Gasoline 

(regular) 12.04 11.85 12.50 
Kerosine 10.90 10.73 11.23 
Distillate S31: SP |. 87S 
Residual 4.79 4.74 5.97 
4 principal 

products 9.40 9.26 10.07 
Lube oil 21.53 21.53 24.17 
Crude at 

well ($ 
ae per bbl.) 3.02 3.04 3.10 


4 


ol 
i | | | i i J } 
FMAM 4 4 


ee octane 


DISTILLATE 


RESIDUAL 
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*Weighted average price, principal 
markets. Crude prices middle of 
month, not monthly average. 
**Through August 15. 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) Aug. 1958* July 1958 Aug. 1957 


Finished and unfinished gasoline (thous. bbl.) 
Distillate fuel oil (thous. bbl.) 


Kerosine (thous. bbl.) 


Residual fuel oil (thous. bbl.) 
Crude oil—B. of M. (thous. bbl.) .. 


176,487 
128,767 
27,018 
67,165 
249,796 


178,795 
119,723 
25,832 
66,830 
249,874 


174,031 
159,124 
34,576 
52,645 
283,388 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,660 7,556 8,092 
Foreign crude included (thous. bbl. daily) 1,004 905 1,239 
% of refinery capacity operated 83.3 82.0 89.6 


Refinery Output 
Gasoline (thous. bbl. daily) 3,951 3,999 4,042 
Kerosine (thous. bbl. daily) 249 240 252 
Distillate fuel oil (thous. bbl. daily) 1,669 1,469 1,806 
Residual fuel oil (thous. bbl. daily) ... . 970 990 1,089 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,818 6,499 6,786 
Crude oil imports (thous. bbl. daily) 925 922 1,298 


*Through Aug 15, except crude stocks Aug 9. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Exports of crude and refined products (thous. bbl.) 
Average station gasoline price, ex tax (¢ per gal.) 
Gasoline consumption (million gal.) ...... 
Passenger cars—domestic shipments (thous.) 
Trucks and buses—domestic shipments (thous.) 
Automotive replacement tire shipments (thous.) 
Replacement battery shipments (thous.) 

Oil burner shipments (thous.) ... . 

Service station Sales (all commodities), million-$ 


Latest Month Previous Month 
38,660 (May) 8,066 
22.18 (Aug.) 21.37 
4,466 (March) 4,024 
342 (June) 352 
71 (June) 76 
7,182 (June) 6,220 
1,459 (May) 1,242 
40 (May) 33 
1,407 (July) 1,331 
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Supply and Demand 


Spotlight on Distillate Fuels 


Fuel oil demand shows off-season 
strength, but gasoline slips 





It looks as if the industry guessed wrong on 
product demand gains for this year so far. 

Gasoline demand has not come back as antici- 
pated. It lagged in the first quarter, picked up for 
a while, but then slipped again. Demand in June 
was some 2.3% higher than in the same 1957 
month. But in July of this year, gasoline demand 
dropped 0.3% from the same month a year 
earlier. 

Total gasoline inventories at refineries July 31 
were 178.7-million bbl., 0.5% larger than on July 
31, 1957. For the East and Gulf Coast districts, 
stocks of 72,844,000 bbl. were 3.1% under the 
total of 75,191,000 bbl. held in tanks July 31, 
1957, Due to a material gain in inventories in the 
Oklahoma-Kansas-Missouri district, stocks in all 
inland districts were 80,754,000 bbl. July 31, 
7.0% larger than the 75,465,000 bbl. held the 
previous July 31. 

On the other hand, distillate fuel oil demand 
has been better during the off-season months. 
May and June demand ran about the same as in 
the same 1957 months, but July requirements were 
about 1,206,000 bbl. daily, about 10% higher than 
in July 1957. Total distillate fuel demand for May, 
June and July this year increased about 6% over 
the same year-earlier period, from 1,144,000 bbl. 
in 1957 to 1,212,000 bbl. in 1958. 

While demand for fuel oi] has improved, pro- 
duction at U. S. refineries so far in 1958 has de- 
creased from the year-earlier period. This reflects 
both the lower runs of crude to refinery stills and 
the sacrifice in distillate fuel yields by refiners in 
order to increase their gasoline output. For the 
first seven months of this year, distillate fuel oil 
production averaged 1,680,000 bbl. daily, compared 
with 1,870,000 bbl. during the same period in 
1957. Refinery output in June was about 7.5% 
under that of June 1957, and July production was 
1,655,000 bbl. daily, compared with 1,750,000 bbl. 
daily in July 1957, a decline of 5.1%. 

The effect of improved demand for and lower 
production of distillate fuel oil is dramatically 
shown in refinery inventories, On July 31, total 
stocks for the United States were 119,723,000 bbl., 
12.5% less than on the same date in 1957 (see 
table). Distillate fuel oil inventories at refineries 
last kan. 1 were over 15-million bbl. larger than 
at the start of 1957. By July 31, 1958, however, 
these stocks were more than 17-million bbl. less 
than on the same date in 1957 (see chart). Last 
year distillate fuel inventories had built up by July 
31 to within 12.5-million bbl. of their level of 
Sept. 30, 1956. This year, these inventories were 
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53-million bbl. less on July 31 than at their Sept. 
30, 1957, level of 173.3-million. 

The lower stocks of distillate fuel oil as of July 
31 were chiefly in the East and Gulf Coast dis- 
tricts. Inventories at East Coast refineries July 31, 
at 39,146,000 bbl., were 20% less than on the 
same date in 1957. Inventories at Gulf Coast re- 
fineries were 23.4% less. Total stocks for these 
districts, the main source of supply for the eastern 
and New England heating oil market, were 
56,562,000 bbl., 21.3% less than on July 31, 1957. 

Inventories at inland refining districts, on the 
other hand, were more closely in line with 1957 
levels. Stocks in the Indiana-Illinois-Kentucky dis- 
trict were 20,777,000 bbl., nearly 5% larger than 
on July 31, 1957. 

During the coming heating season, domestic 
requirements for distillate fuel oil are expected to 
average around 2,300,000 bbl. daily, with normal 
winter temperatures. This is slightly higher than 
last year. 

Domestic requirements for distillate fuel oil last 
heating season (Sept. 30, 1957 to March 31, 1958) 
averaged 2,265,000 bbl. daily, 4.7% higher than 
those of the 1956-57 heating season. Exports of 
this product averaged 65,000 bbl. daily, so total 
demand was 2,330,000 bbl. daily average. This 
was 1.5% less than total demand for the 1956-57 
season, 2,366,000 bbl. The deficiency was due to 
the greatly expanded exports in the latter part of 
1956 and early 1957, to meet the needs in Europe 
brought about by the closing of Suez. 

A factor that could lend still more strength to 
the distillate fuel oil market is the Middle East 
crisis, Any resulting increased demand at U. S. 
refineries from this cause would be mainly for dis- 
tillate fuel oils. This was the case in the fall of 
1956, when the Suez Canal was closed. Otherwise 
exports should remain about the same as last 
year. a 
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Standard Oil Company (Ind.) dealers like LUSTERLITE buildings 
because they attract customers. These modern buildings stay 
clean and new for years because all building surfaces, inside 
and outside, are lifetime porcelain enamel. Painting mainte- 


nance is eliminated. 

Choose LUSTERLITE buildings in your own colors and design 
—display your trademarks and products proudly and distinc- 
tively. Write today for complete information. 


LUSTERLITE 


PORCELAIN ENAMELED SERVICE STATIONS 


CHICAGO VITREOUS CORPORATION « CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 








ARE YOUR TRANSPORTS AN 
METERS CALIBRATED FOR ACCURACY? 





7900 gallon, four 
compartment, 
Brownie hi-tensile 
steel semi-trailer 
tank, operating 
legal in the State of 
Minnesota 


750 gallon mobile 
open volumetric 
type tank. For 
over the road use 
(No. 25286) 


1000 gallon 
capacity mobile 
Brownie volumetric 
prover tank 

With pumping 
equipment 

(No. 26669) 


200 gallon 
stationary (custom) 
low type tank for 
gravity meter 
testing 

(No. 26682) 


AY 


TRANSPORT METER AND COMPARTMENT CALIBRATION 


WITH BROWNIE PROVER TANKS 


ASSURES ACCURATE DELIVERIES—SAVES YOU MONEY! 


More and more petroleum transporters are discovering 
new savings by using Brownie Prover Tanks to check 
their transport meter and compartment accuracy. 
Brown Steel Tank Company, fabricator of custom 
trailer tanks for the petroleum industry, is one of 
the nation’s largest builders of custom prover and 
calibrating tanks. 

With even a slightly inaccurate meter you may lose 
hundreds of gallons of product every year. By check- 
ing your meter and compartment capacities you 
eliminate over-deliveries and assure you and your 
customer accurate gallonage on both meter and full 
compartment drops. The small initial investment is 
quickly offset by the value of the product saved. 


Brownie manufactures a complete line of standard 
or custom prover tanks. Models are available in 
capacities of 50 to 6000 U.S. gallons, or in Imperial 
gallons or Liters. Whether your need is for a pressure, 
non-pressure, stationary, or mobile unit, there is a 
Brownie Prover Tank to meet your specific needs. 


We welcome the opportunity to work with you on all your prover 
tank problems. Write for Brownie's helpful Prover Tank Check List 
which simplifies determining which of the many options you need 
with a unit to meet your specific requirements. 


WRITE FOR THE 


BROWN STEEL TANK CO. 


2903 4TH STREET S.E. «© MINNEAPOLIS 14, MINNESOTA 


BROWNIE CALIBRATING 
EQUIPMENT BROCHURE 


DISTRIBUTORS 


1220 Randolph St., Chicago 7, Ill. * 5733 Grand River, Detroit 8, Mich. * 1301 Jackson St., Toledo 2, Ohio 
2102 E. 22nd St., Cleveland 15, Ohio * Room 1469, Suburban Station Building, Philadelphia 3, Pa. * 35-28 42nd St., 
Long Island City 1, N. Y. * 612 Commerce Road, Linden, N. J. 
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Spot the need...and you sell 
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TIRES AND 
WHEEL SERVICES 


ECO ISLANDERS “he lp spol the needs that build sales 


A little MORE SELLING makes a LOT MORE SALES. Every Service 
Station survey proves this. 

Eco Islanders are modern merchandising tools that provide 
the one-stop gas, air and water service your customers expect and / - ‘ Mode! 97 
give more time for friendly high-profit selling. THE / “ ) Tirefloter 

Eco Islanders put air and water at your finger-tips so you can 
get under the hood fast — check tires, and spot the needs that ‘ r Model 244AWT 
build profits. eae —— 

Available with or without automatic tire inflation in a wide 
variety of models to harmonize with any station layout. 

Eco Tireflators provide accurate automatic tire inflation for SPEED SERVICE —SAVE TIME 
post, wall or remote overhead installation. SAVE STEPS 


JOHN Woop COMPANY. sennett pump DIVISION « Muskegon, Michigan 


District Offices: Albuquerque * Atlanta * Baltimore * Boston * Charleston * Chicago * Cleveland * Dallas * Denver * Detroit * Kansas City 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * Saltlake * Seattle * St.Paul * San Francisco 


IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER" 











Nearly everybody hears Sinclair Commercials 
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10,000 Sinclair Radio 
Announcements every week 


Boosting Business for Sinclair Dealers 


very week, a broadside of 10,000 Sinclair radio announcements is carried over more than 
900 radio stations. These announcements are heard more often and more consistently 

than any other oil company commercials — radio and TV combined. This barrage spearheads 
Sinclair advertising and sales promotion. And Sinclair Dealers are reaping the rewards. 


As a Sinclair Dealer, you, too, would profit from this 

dealer help. Talk it over with your 

Sinclair Representative; or write 

Sinclair Refining Company, Dino, the Sinclair Dinosaur, says: 
600 Fifth Avenue, New York 20, ose vir a as 

N. Y. Ask, too, about the 

Sinclair TBA franchise, 

featuring Goodyear, the 

greatest name in rubber. 
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Editorial 


National 
Petroleum 
News 


The Age of the Marketer Is Here 


HE MARKETER occupies a new position 
today. His importance is greater, and more 
is expected of him. He’s being called on to per- 
form better and to economize like never before. 
The marketer’s new position is significant 
because it reflects the changing economic sit- 
uation which has brought it about. The new sit- 
uation is an era of abundance. Heavy pressures 
weigh on marketers in most large companies 
where earnings have fallen—for the first time 
seriously in this generation of management. 
Prices have been pulled down by high inven- 
tories accompanying the recession. Fortunately 
there is a large natural demand for oil prod- 
ucts. This year’s disappointing development 
is that demand is rising at a slower rate than 
had generally been forecast, so inventories are 
still swollen. 

The national economy, meanwhile, has been 
affected by yet another factor—a new one 
called “optional consumption,” referring to 
goods the consumer doesn’t have to buy. In 
that category is approximately one-third of 
everything produced. This has made for the 
era of abundance. 

In the economics of abundance, the art of 
selling acquires the status of a basic economic 
process. In the oil industry, recognition has 
been slow in coming to the marketing segment. 
Traditionally, emphasis was on exploration, 
production, refining and transportation—where 
the big money was made. The marketing de- 
partment was a necessary adjunct with limited 
influence in a company. In some companies, 
marketing departments have been headed by 
refiners or other executives with non-market- 
ing background. 

As top management changes and broader- 
scope executives take over, marketing achieves 
more stature in individual companies. In a few, 
the presidency is held by a marketer—notably 
Standard Oil Co. of California (T. S$. Petersen) 
and Socony Mobil (A. L. Nickerson). More 
marketing vice presidents are being elected to 
directorships, and their voices are growing in 
authority. 

“Marketing is rapidly becoming the most 
important element in the petroleum industry,” 
declares Col. Dwight T. Colley, marketing vice 
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“Get rid of it” 


president for Atlantic Refining and vice presi- 
dent of the API marketing division. “This 
growth in the stature of marketing is a fun- 
damental change to which the industry is going 
to have to adjust its structure, thinking and 
practices.” 

The influence of sales personnel is spread- 
ing in oil companies, states Miles M. Mills, 
who as president of the National Oil Jobbers 
Council is titular leader of American jobbers 
“This influence will result in wiser policies.” 

With this new prestige comes new respon- 
sibility. To improve sales performance, there 
is a need for more creativity and more efficient 
planning. Sales performances stimulated by 
rampant demand have been deceptively bril- 
liant. But the faltering demand has lost its 
ability to support a mediocre marketing en- 
deavor by a mediocre organization. So mar- 
keting departments are being reorganized here 
and there, and key positions are going to a new 
breed of marketer—aggressive and efficient. 
Dexter Keezer, McGraw-Hill’s director of 
economics, says, “Successful selling is a key 
ingredient of a successful economy of 
abundance.” 





PARANOX-BLENDED OMS HELP KEEP ENGINES CLEAN! 


Ordinary lubricating oils take a beating in big, hard-working heavy-duty engines. 
High temperature, open-throttle operation causes hard varnish formations 

and oxidation breakdown. Low-temperature, short-period use causes wet sludge 

and deposits. Oils blended with Paranox® stay clean and lubricate at all temperatures 
for better performance and longer periods between overhauls. 


Enjay has developed the only complete line of high quality additives (Paramins"). 
To meet the most exacting lubrication specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West 5ist St., New York 19, N.Y. + Akron + Boston + Charlotte - Chicago + Detroit » Los Angeles - New Orleans + Tulsa 
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National Petroleum News 


Changes in the West 


Antitrust defendants say 
everything's different now 


THINGS HAVE CHANGED so much on the 
West Coast that the antitrust case against the seven 
majors there would only be a demonstration of 
legal wheel-spinning. That’s the gist of a statement 
by the seven defendants. 

Not so, says the Department of Justice. “A 
clever maneuver” to deprive the plaintiff of its day 
in court, charges DJ. 

In 1950, the Federal government complaint 
accused the seven majors of running a monopoly 
and conspiring to restrain competition. The com- 
plaint said: “The Pacific States area is a self- 
contained, cohesive unit for the production and 
refining of crude oil and distribution of gasoline 
and other petroleum products. . . . The oil industry 
in the Pacific States area is controlled and domi- 
nated completely by the defendant majors.” 

Recently, the defendants offered to prove that 
conditions have changed so radically that the situa- 
tion alleged in the complaint couldn’t exist today. 
Fifteen points listed by the defendants constitute a 
terse review of significant developments in the West: 

1. In 1950 there were no crude lines into the 
area. Now there are two. 

2. There were no refined products pipe lines. 
Now there are several, carrying material from 
Texas, Wyoming, Utah and Montana. 

3. Penetration of Eastern and Midwestern re- 
finers and marketers is increasing. 

4. Independent refiners in the area have grown. 

5. Independent refiners and distributors have 
set up large chains of company-operated stations. 
New ones have gone into business. 

6. In 1950 there was one refinery in the 
Pacific Northwest. Now there are five, with 10 
times the capacity noted in the complaint. 

7. More than half the retail stations in Cali- 
fornia are individually owned. 

8. There was one natural gas pipe line furnish- 
ing less than 9% of the area’s total hydrocarbon 
energy. Since then, three pipe lines from without 
have been constructed and the share is now 25%. 

9. Production did exceed demand, but not now. 

10. No foreign crude was imported then but 
is now. 

11. Ten independent refiners in the area receive 
imports allocations. 

12. Tankers for charter are available to all in- 
dependents at cheap rates. 

13. DJ alleged that majors owned 97% of trunk 
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STRAW IN THE WIND 


pipe lines and 100% of the marine facilities. De- 
fendants say the new pipelines are common carriers 
and that independents now own marine facilities. 

14. Exclusive requirements contracts have been 
discontinued. 

15. DJ alleged price competition was eliminated 
Recurrent price wars since 1950 “refute that.” 

In its reply, DJ claimed: 

1. Defendants are dodging conspiracy charges. 

2. They are trying to divide DJ’s case, con- 
trary to the principle of conspiracy cases. 

3. The majors’ proposition would be a trial 
in itself, would mean a lot more work and delay. 

The next pertinent date will be Oct. 21, set for 
a hearing on U. S. Judge James Carter’s request 
that the litigants explore the possibility of settle- 
ment. The trial date set for November probably 
will be postponed until next year. 

The defendants are: General Petroleum, Richi- 
field of California, Shell, Standard of California, 
Texaco, Tidewater and Union Oil. 


e More Marketers for PAC: The new API 
Committee on Public Affairs (NPN—July, p81) 
has two new members from the marketing segment 
S. D. Breitweiser, D-X Sunray, completes the 20- 
man panel; J. G. Jimenez, Tidewater, replaces C. 7 
Hardwick, Ohio Oil, who’s unable to serve. Four 
API vice presidents become ex-officio members 
including D. T. Colley, Atlantic’s marketing VP 


e IBGMA Is SIGMA Now: The private brand 
trade group founded last year as Independent 
Brand Gasoline Marketers of America (NPN 
Aug. 57, p94) has jelled as Society of Independent 
Gasoline Marketers of America. The association 
now has an executive director, former Pan Am 
Southern vice president Harry S. Read; 32 mem 
bers; and an eight-point “statement of purpose.” 
SIGMAns claim to do an aggregate 1|.5-billion 
gal. a year through 3,000 stations. They'll meet 
in Chicago during API week in November * 
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ACROSS 


THE NATION, bids on commercial- 
consumer gasoline business hit new lows this sum- 
mer. Major marketers, engaged in an all-out gal- 
lonage dogfight, say lower bids may be ahead. 

“Competition will be more intense as long as we 
have marginal gasoline,” says a general manager. 
“We'll always have the problem while we have ex- 
cess refining capacity and no place to put it.” 

Certain suppliers say the commercial market is 
strictly the majors’ problem now, that jobbers can 
forget it. Jobbers in some areas glumly agree. 
But Otis H. Ellis, general counsel of the National 
Oil Jobbers Council, doesn’t. 

“Unless the situation is alleviated,” says Ellis, “I 
will recommend to the Council at its November 
meeting that it seek relief from Congress. Perhaps 
it’s time to take a second look at functional pricing 
systems. I abhor the idea of a law like the Rogers 
bill [to require functional pricing by manufacturers], 
but I abhor more the idea of jobbers going down 
the drain.” 

California association official Dan Lundberg adds 
that functional classification has broken down be- 
cause “short-sighted supplier executives are respon- 
sible for giveaway prices, and shrewd big-volume 
buyers have taken advantage of that.” 

The Major Side—Low commercial prices are a 
serious problem because they’re hurting majors’ 
earnings (page 126). But excess supply forces 
“dump” pricing, some majors say. 

Most companies still help their jobbers hold 
business by granting brokerage allowances—0.25¢ 
if the jobber carries the account, 1.25¢ if the 
supplier does. Several refuse to bid against their 
jobbers in franchised territory. But almost none 
still have policies of not underselling any jobber 

While the majors don’t like the low profit levels 
involved in selling a commercial account below job- 
ber costs, many defend the “morality” of the prac- 
tice on grounds that jobbers get brand promotion, 
price protection, and other services. They blame 
competition for the low bid levels. “We try to be 
good Christian boys,” says one top executive of a 
non-jobber company, “but every time we do we 
get our feet knocked out.” 

The Jobber Side—-NOJC’s Ellis buys none of 
this. “I don’t know how they can justify 1.5¢ under 


the jobber price on the basis of services to the 
jobber,” he says. “If it costs them 1.5¢ gal. to have 
jobbers they ought to get rid of their jobbers and 
do it themselves. They talk about meeting com- 
petition. I’d like to know what jobbers are if they’re 
not competitive.” 

Jobber complaints about lost commercial busi- 
ness are nothing new. But the present situation may 
force a showdown——or at least produce a clearer 
answer to the question of how much commercial 
business a jobber can expect. 

Here’s a roundup of the national scene today, 
based on reports from marketers in 50 key areas: 

e The East—In Connecticut, commercial busi- 
ness is “no worse than always”; in Pennsylvania, 
“going from bad to worse”; in New York, “worse 
than ever.” A jobber in Rochester thinks it’s 
“worse than worse.” 

Says a Hartford jobber: “The minute you get 
over 100,000 gal. a year, the majors walk in and 
murder you, cut the legs right out from under you.” 
An upstate New York jobber says, “They’re going 
all out for everything over 40,000 a year.” 

Reports the Rochester jobber, “We had an ac- 
count good for about 20,000 a year, with deliveries 
into a 1,000-gal. tank. Had the business for years 
until —-———- came around and offered the account 
2¢ gal. under dealer tank wagon.” 

It’s possible to find jobbers who are holding 
business without trouble. But by and large the feel- 
ing is that jobbers have lost the commercial market 
to the majors, and only a few report supplier aid 
in keeping what they have. In some cases, suppliers 
reportedly bid against their local jobbers for busi- 
ness. (“This has got more insanity to it than all 
the price wars put together,” comments Pennsyl- 
vania jobber secretary Jim Stevens.) 

Bids vary widely. A New England jobber re- 
ports discounts of 0.5¢-1¢ off dealer tank wagon 
on medium-sized accounts, 2.5¢-3¢ on large ones. 
In Connecticut the going rate is reported to be 3¢ 
on all accounts. In Pennsylvania, bids up to 4.07¢ 
off are reported. From upstate New York come 
reports of 5¢ discounts on state business and 5.5¢ 
on a 4-million-gal. electrical construction job. 

Price leaders are said to be Esso (reportedly 
cutting to regain lost business) and Gulf. 
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Why the Bidding Is So Low 


e The Midwest—Conditions in some states are 
“lousy,” but the Midwest is in comparatively good 
shape—except the weak Chicago market, where 
majors are selling 4¢ to 4.5¢ off to commercial 
accounts, and new sellers like Eastern States Refin- 
ing are making inroads. 

“You’re damn right we’re fighting for commer- 
cial business,” says an Ohio jobber. “Nobody out 
here is giving up.” But undercutting by jobbers 
with big transport fleets hurts. In Indiana, prices 
are near normal with only a little shading of tank 
wagon. “I think the boys are gonna get well,” says 
jobber association official Les Nagley. 

In the Upper Midwest, however, Wisconsin Pe- 
troleum Assn.’s Ken King says majors are “bid- 
ding all over the board for whatever they can get, 
large or small, at 3¢-3.5¢ under tank wagon.” 
Local jobbers lost a 2,000-gal.-a-month account, 
he says, when a major bid 4.5¢ off—on a 30-mile 
haul. Cities Service, Standard and Texaco are wide 
ly cited as volume and price leaders. 

Supplier allowances are said to be non-existent 
in Chicago and downstate Illinois (where discounts 
waver between 2¢ and 5¢). Further west, where 
discounts hit 3.75¢, allowances do prevail. 


e The South—For the most part, jobbers are 
standing on the sidelines while majors battle each 
other fiercely for commercial business. The fighting 
is marked by eye-opening discounts (including one 
of 7.41¢ under premium tank wagon in Tampa 
Fla.), lavish concessions, bonuses and giveaways 
(when one account didn’t want his driveway paved, 
he reportedly got a “gift” of $500 instead). There 
are also contractual twists. One example, from a 
Florida county school board contract closed with 
a major at 3.51¢ off tank wagon: 

“Seller agrees to extend buyer any 
wagon price to dealers on the date and plac 


temporary tal 
> of delive 

in lieu of contract allowance in excess thereof 

Jobbers still hold some “friendship” 
but all find the business less profitable 
and Tennessee things are a bit better than in othe: 
states, where discounts are 2.5¢-3.5¢ on small ac 
counts, 3¢ and up on large ones. In South Carolina, 
a marketer estimates jobbers have 10% of the 
commercial market—none of it state business. Ma- 
jors raid each other for that now, taking it on bids 
like 4.11¢ off plus $90,000 worth of equipment 
(In this instance, a 20-mile trip is reportedly in- 
volved for 550-gal. and 1,000-gal. drops.) 


accounts 


In Georgia 


Southern marketers say Esso, Gulf and ‘Texaco 
are currently taking biggest volumes. Some major 
give their jobbers 0.25¢ allowances—one report 
edly gives 2.5¢—but this isn’t uniform 

Jobbers are pessimistic about the future. Says 
one, “The only relief would be a Middle East ex- 
plosion or a hike in consumer prices.” 
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e The Southwest—There’s some improvement 
in the small account field, But not in 
the transport dump buyers 


jobbers Say 
the “gravy” accounts 
K. Bennett reports most 
suppliers now post commercial tank wagon prices 
0.5¢ higher than dealer tank wagon. But they still 
undercut his cost price on bidding for transport 
accounts, Bennett says. 


In east Texas, jobber I 


In Hammond, La., jobber Ed Amar says condi- 
trons are 


into bulk plants with drums and get the transport 


“so ridiculous” that some accounts come 
discount. This price is so low, he says, that he got 
out of the business a long time ago. Reports from 
New Orleans and San Antonio also note the prac 


tice of switching small accounts to transport. 


Recent bids for the bigger transport business 
have been as low as 11.9¢ (ex tax) in east Texas 
says E. K. Bennett. San Antonio jobbers report 
a major bid to a fleet account of 4.65¢ off dealer: 
tank wagon. In New Orleans, going discount seems 
to be 2¢-2.5¢-3¢ ofl ome business has been 
closed lower, at as much as 4¢ of 

Gulf and Texaco are the volume and price 
leaders, marketers 

Many jobbers iF beins ( fered brokerage al- 
lowances of 0.25¢ to hand on a particular account 
the supplier meets the low bid and gives the jobbet 
the allowance. A major executive says this arrang 
ment 1 pretty universal” now 


commercial 


s in the hands 


e The West— ko: 


account business on the West Coast 


of the integrated suppliers and a few large brokers 
most of whom scratch and bite for volume. As 
loose supplies built up in 1957, pr began de 
clining and tod eenerally considered below 


normal 


Independent tribut never had much 
ommercial a unt | pt in small com 
munities and outlying In some cases, they 
receive what amounts to an rride commission 
from their suppli hen the latter serve account: 
in their areas 

Competition for tl tu business 1s fierce 

the bidding for government, military and politi 
cal subdivision busin nd the large accounts of 
manufacturers. | of $1.76 bbl. have been reg 
istered for diesel, so that some suppliers refuse 
to bid on some militar business. Standard of 
California, for example, | ‘one after very little 
military business lately, preferring to store the prod 

t rather than let it go for such low prices 

For years, leaders in commercial ount volume 
have been Standard, Union Oil, Richfield and Gen 

Petroleu Recent! | Texaco and 
lidewater have been seeking t business actively 
ind ne¢ | lat a) than tl used to. @ 








How fair trade divides the market... 
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BIG PRIVATE BRANDERS, regarded as tough but respectable, maintain 3¢ differential 
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OFF-BRAND OUTLETS, like this ex-major station, un- SPLIT-PUMP STATIONS sell large 
dercut 4¢ or more—but are often major-supplied volumes below fair trade prices 




















Fair Trade in Jersey: 


ls Trouble Ahead? 





SPECIAL REPORT 


@ For over two years there's been an uneasy armed truce 
between New Jersey majors and private branders 


@ The reason is fair trade—brought back in 1956 to end 
six years of bloody price wars. But the storm clouds 


are starting to gather once more 


TO FIND OUT what lies ahead for fair trade in 
New Jersey, NPN surveyed dealers throughout the 
State, talked with every major marketing there, 
and developed gallonage figures to see who’s mov- 
ing ahead and how fast. Here are the findings: 

e Most marketers feel, with some surprise, that 
fair trade has worked in New Jersey — worked 
in the sense that the market has stayed relatively 
stable on the surface. 

e But the thirteen Jersey majors are openly or 
privately concerned by the inroads of non-major 
brands, which have more than doubled in number 
since fair trade’s return in 1956. 

e The vast majority of the state’s 6,500 pri- 
mary-outlet dealers want to hang onto fair trade, 
which is presently providing them with margins of 
close to 5¢ gal. 

e But a few dealers would be glad to dump 
fair trade. They’re either well-heeled operators 
with top major highway locations, or fair traders 
faced with tough off-brand competition right next 
door. 

e The non-majors wouldn't like to lose fair 
trade at least not as long as they continue to 
have the “elbow room” for price spreads that 
they now enjoy. Their chunk of the market has 
grown steadily since 1956—a fact that seems in- 
disputable, despite some informed industry opinion 
that non-majors have grown numerically but not in 
total gallonage. 





e Finally, a sizable segment of the industry 
feels the non-major bite spells nothing but trouble 
for fair trade. Competitors predict Sun Oil Co. 
will be first to drop out and will then try to 
whittle down the existing non-major spreads. 

Fair Trade: Round Two — The 1956 move was 
the second attempt by Jersey marketers to quell 
a troubled market through fair trade. The first 
lasted from 1938 to 1949, when multipump private 
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branders began to disturb the scene (page 124) 

Reversion to fair trade in 1956 brought a shaky 
peace to price warring, but it also brought some 
new problems. 

For one thing, almost every major found itself 
with a flurry of dealers who switched to unbranded 
as gallonage began to drop. This continued until 
the spring of 1957, when it slowed down markedly. 

Nevertheless, the increase in non-major outlets 
has the majors as worried today as they’ve ever 
been. One company’s figures show the number 
has grown from 204 in May, 1956, to 500 in 
July, 1958. 

Because New Jersey law calls for a fair-trading 
major to hold the same price throughout the state, 
the non-major operator can spot price to satisfy 
his marketing strategy on a regional basis. But 
fair trading majors can’t retaliate without making 
price adjustments statewide. 

This has led to price spreads of 3¢ and fre- 
quently 4¢ in the seven-county northern tier and 
along heavily travelled cross-state highways. Along 
the shore and in the rural and interior counties, 
the price spread is generally held to 2¢, with an 
occasional 3¢ posting. Throughout the state the 
majors are presently holding to an identical 26.9¢ 
(including 8¢ tax) fair trade posting, although in 
resort or rural areas dealers may get a penny or 
two higher. 

Inability to meet local price competition is the 
number one headache for fair-trading majors, and 
is the overriding reason why some say fair trade’s 
days are numbered in New Jersey 

Branded-Unbranded ‘Neighbors’ \ dramatic 
example of the way fair trade seems to hold an 
umbrella over local price competition can be found 
on Route | in Elizabeth, in the metropolitan 
eastern sector of the state. There a Sunoco dealer 
has, as he puts it, “had my brains beaten in for 





Special Report 





FAIR TRADE UMBRELLA in action: off-brander pumps up to 3,000 gal. a day to Sun outlet’s 300 


(Begins on page 118) 
the last year and a half” by an unbranded station 
only 40 feet up the line (see picture ubove ) 

Operated by a local Crown Central jobber, the 
unbranded outlet has been posting 22.9¢, or 4¢ 
under the adjoining Sunoco posting. The result? 
“My gallonage dropped to two or three hundred 
gallons a day,” the Sun dealer says, “and I don't 
think I’ve been making a buck an hour.” 

But next door, a steady stream of cars jams the 
driveway night and day. Volume estimates run as 
high as 3,000 gal. a day 

In late July the dealer wrote Sun asking to be 
let out of his lease (which was due to expire in 
January). He then took over the next-door station 
on a contract basis, reportedly getting a guaran- 
teed 1.75¢ gal. for a monthly minimum of 60,000 
gal. 

This type of “if-you-can’t-lick-’em, join-’em” 
thinking is far from unique in today’s Jersey mar- 
ket. It can be found—dormant, at least—in every 
location where a fair trader is faced with nearby 
unbranded competition. As one major official puts 
it, “These guys are really howling.” 

Howling, but Hanging on Of course, some 
fair trading dealers are holding on all the same. 

rypical is an Eatontown Shell dealer just out- 
side the west gate to Fort Monmouth, througi 
which the bulk of the Army post’s traffic flows. 

Since 1956, this dealer has sadly watched long 
lines of GI cars pull out of the gate, swing left on 
Route 35 and drive past his outlet to one of three 
unbranded dealers offering gasoline at 3¢ unde 
his price. 

This dealer supports fair trade and insists he has 
never even thought of discontinuing his Shell deal 
ership. But he guardedly admits he’s lost business: 
“We may have lost a little to him [the nearest 


oli-brander] but you don’t see any good cars going 
in there.” 

Part of the reason for unbranded growth in 
Eatontown is the fact that a pump on the military 
installation offers major product at a reported 
24.9¢, 2¢ under the fair trade posting. 

This led the three off-branders to post a penny 
lower than the fort price, and their strategy seems 
to be paying off. One of the three, formerly a 
Cities Service outlet, still has a large Cities oil 
sign between its two green unbranded pumps. 

Whether deliberately or accidentally, a number 
of dealers who turn unbranded neglect to take 
down former brand identification. A onetime Calso 
dealer in South Jersey kept his sign up for better 
than a year after he had switched. Tidewater found 
three similar cases in North Jersey, where the 
branded-unbranded battle is hottest. 

Tools: Stamps and Discounts — To fight back, 
fair trading dealers are turning more and more to 
trading stamps, and, in some cases, to discounts. 

Gulf Oil official William Mills says, “There’s no 
doubt that trading stamps violate fair trade, but 
nobody wants to take action because stamps are 
so popular. I know a wife of a Gulf dealer who 
buys her gasoline from Tidewater, not because 
Gulf dealers don’t have stamps, but because Tide- 
water has the ones she saves.” 

Discounts are forbidden under Jersey law, but 
they’re a factor in the market nonetheless. 

Biggest discount areas are Irvington, Perth Am- 
boy, Metuchen and lower Jersey City, says John 
Dressler, executive secretary of the New Jersey 
Retail Gasoline Dealers Assn. Discounting pre- 
vails in many other markets, though to a lesser 
extent. A dealers who worries about the illegality 
of discounting can sidestep the law by telling cus- 
tomers that while he can’t discount on gasoline, he 
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How Gallonage Has Changed Since Fair Trade 


(in 000's) 
May 1956 
(Fair trade went in) 
41,387 
15,241 
16,833 15,204 15,382 
11,925 12,130 11,252 
9,784 9,507 9,221 
6,639 8,047 8,084 
7,355 7,698 7,454 
8,138 8,586 8,652 
9,565 9,354 9,220 
8,707 10,465 10,138 
4,402 4,636 4,896 
5,495 4,501 4,909 
2,741 3,108 2,779 
OTHERS 9,128 10,151 10,142 13,297 


Totals 151,834 158,363 164,831 166,476 


Note: Total taxable gallons only. Tax-free sales to governments, etc., not included. 


May 1958 


44,298 
16,894 


May 1955 


Esso 40,684 
Gulf 13,815 
Sun 17,772 
Texas 11,135 
Socony 9,345 
Shell 5,930 
Atlantic 7,153 
Tidewater 7,343 
American 8,326 
Cities Service 8,774 
Sinclair 4,288 
California 5,909 
Richfield 2,232 


May 1957 


43,951 
16,489 


MAJORS’ GALLONAGE has risen since fair trade returned—but not as much as “Others’ ” has 


can oblige with a discount on lube jobs or other 
work, 


Who’s Supplying Whom? 

This is a tough question to answer, but it’s one 
that bothers the state’s branded dealers. Many 
charge the majors are the source of much of the 
unbranded product now harassing them. 

Dealer spokesman Dressler has estimated each 
supplier's share of volume winding up in un- 
branded outlets (he admits he leans to the high 
side): 

Indicated unbranded 
gallonage, May °58 
3,028,000 
1,198,000 


Dressler’s 
Company Estimate 
Tidewater 35% 
American 13 
Cities 40 4,055,000 
California 35 1.716,000 
Richfield 9§ 2,640,000 
Sinclair 50 2.448000 


The companies involved claim these estimates 
are too high. Their revisions take this form: 


Indicated unbranded 
gallonage, May °58 
Tidewater 10%(*) 865,000 
American 2 184,000 
Cities 9 912,000 
California 10 491,000 
Richfield 18 500,000 
Sinclair 15(*) 734,000 
(*)NPN estimate based on average reduction of Dressle1 
figures by other companies. Both Tidewater and Sinclair 
declined to offer estimates. 


Revised 


Company Figures 


If Dressler’s estimates were right, unbranded 
product supplied by these companies would 
account for 9.1% of the month’s market as regis- 
tered in total taxable gallons. If the majors’ figures 
were Closer to actuality, the share would be 2.2%. 

However, the majors’ figures are based on vol- 
ume of product known to be reaching unbranded 
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channels. Some companies say that once a distribu- 
tor takes title to their branded product, they have 
no way of knowing what he does with it. 


There’s no question that unbranded sales by 
distributors are sizable. One North Jersey jobber, 
for example, says a “substantial” amount of his 
volume goes to unbranded outlets. He uses an un- 
marked truck to pick up product either at in 
dependent terminals in Newark or at his own 
supplier’s terminal. He makes deliveries in the 
same truck. 

“The reason we're going after this business is 
because if we don’t, someone else will, and that 
includes major jobbers,” says this distributor. 

On the other hand, some companies feel strongly 
that their distributors “had better not” let any of 
their product end up unbranded. Atlantic, Esso, 
Gulf, Shell, Socony, Mobil and Sun take this posi- 
tion. The Texas Co. also insists none of its product 
goes into unbranded channels. 

Other Sources—To the majors’ unbranded vol- 
ume must be added unbranded sales by large 
wholesalers like Paragon, Hess and Hartol, along 
with Crown Central (which doesn’t fair trade but 
stays a pretty consistent 3¢ below the majors). It’s 
hard to separate retail and commercial sales, but 
an interesting trend can be seen in over-all vol- 
umes: 


May 1956 May 1957 May 1958 
Crown Central 1,984,000 2,313,000 2,365,000 
Hess 169,000 3,241,000 4.373.000 
Paragon 275,000 271,000 1,554,000 
Hartol 826,000 1,045,000 990.000 


Company 


Both Hess and Paragon have enjoyed strong 
increases in the last year or so. But Paragon says 
“very little’ product is sold at retail, with the 
bulk going to commercial and industrial accounts. 

(Continued ) 





Special Report 





What the Majors Say About 
Fair Trade in New Jersey 


ESSO —-,““We have been pleasantly surprised at how 
fair trade’ has worked out. It’s done the dealers a lot 
of good after going through a terrible price situa- 
tion earlier, and it’s stabilized a hectic situation, 
The only thing that would pull us off fair trade 
would be if our major competitors pulled out. By 
far the great majority of our dealers want to stay 
on fair trade.” 


SOCONY MOBIL—‘“Fair trade has introduced a 
measure of market stability, but New Jersey is still 
a subnormal market. That’s proof that the majors 
are hurting. Worst of all is the trend of major 
stations going unbranded and the fact that some 
majors are supplying the private branders. Our 
dealers all like fair trade. We would not go off it 
unless someone else did . . . We're not against it.” 


CALSO — “We're 100% for fair trade and would 
hate to see it discontinued. We’ve never even thought 
of pulling out. We had a flurry of dealers in South 
Jersey going unbranded when fair trade came back 
in 1956, but in the last year and a half have had 
very little of this.” 


AMOCO — “Fair trade has been a stabilizing in- 
fluence in the New Jersey market. We're all for it 
and wouldn't want to go off it. It looked like the 
last resort to the dealers after their troubles during 
the price war days. One thing that impressed us was 
the injunctions obtained by dealers, prohibiting other 
dealers carrying the same brand from selling at a 
lower price. But some of the majors are creating 
a lot of unbranded trouble in Jersey by not policing 
their sales.” 


TIDEWATER — “We wouldn't want to go off 
fair trade and we don’t think very many of dealers 
would want to either. Our dealer turnover has settled 
down in the last year or so, not just because of fair 
trade, but because of a higher octane product and 
better merchandising. Everybody’s happier now.” 


CITIES SERVICE -—— “We can only think good of 
fair trade in the light of what’s happened in New 
Jersey. There are many in the industry who are op- 
posed to fair trade as a matter of principle. But the 
situation in Jersey had gotten so far out of hand 
that most everybody was willing to try most any- 
thing. One thing we can say for sure is that we 
wouldn't be the first to drop out of fair trade, but 
the unbranded dealers broke fair trade before and 
I suspect they'll do it again.” 


(Begins on page 118) 
On the other hand, Hess and Hartol say their 
chief outlet is the retail gasoline station. 

Rightly or wrongly, Paragon comes in for a 
good deal of criticism from New Jersey marketers, 
who charge that its reportedly lower tank wagon 
prices to unbranded dealers have been a big factor 
in maintaining the 4¢ spread. Says one competitor, 
“I won’t blame Paragon alone, but it’s a big factor 
in keeping prices so ridiculously low.” 

Paragon’s contention that it does “very little” 
retail business is corroborated by The Texas Co., 
from which Paragon reportedly buys cargoes. An 
official flatly denies that any Texaco gasoline is 
reaching the unbranded market via Paragon. 

But criticism of Paragon’s tank wagon prices 
persists. One dealer official comments, “So long as 
The Texas Co. continues to sell to Paragon at 2¢ 
under its own Jersey distributor price [reportedly 
3¢ off tank wagon], this private brand situation 
will never be settled.” 


Growing Problem: Split Pumps 


While the majors’ biggest headaches come from 
the out-and-out off-brand dealer, another kind of 
operator is making marketing personnel reach for 
the aspirin bottle more often today. 

He’s the major brand dealer who flies the com- 
pany’s flag, offers its product at fair trade prices 

—but also has one, two or more pumps selling 
“John Doe” gasoline at off-brand prices (see pic- 
ture, page 118). 

Typical is a Richfield station on Route 1 near 
Woodbridge, which has Richfield regular and 
premium at fair trade prices, but also has two 
grades of unbranded product with the regular at 
22.9¢. An attendant says this pump has been sell- 
ing double the volume of the other three combined. 

The majors oppose this practice as a matter of 
principle. J. N. Carney, general sales manager of 
American Oil, says his company had two or three 
cases of split pumping shortly after fair trade 
resumed: “We gave them ten days’ notice, then 
moved in and pulled our pumps. It seemed to have 
a good morale effect on the rest of our dealers.” 

Shell, which had a few similar cases at the 
same time, broke its contracts with the dealers 
involved. But some majors have accused others of 
taking a verbal stand against split-pumping and 
then looking the other way when it happens. 

When split-pumping occurs on owned or in- 
directly leased property, it’s not easy to stamp it 
out unless the company breaks contract. This, in 
turn, depends on (1) the marketing image a com- 
pany is trying to create, and (2) how much refinery 
output the marketing department has to move. 

Split pumps have the legal sanction of U. S. 
Supreme Court rulings outlawing “exclusive deal- 
ing” agreements. Major suppliers, however, have 
been opposed to split-pump operations and usually 
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refuse to do business with them. Once prevalent, 
split-pumps were condemned in the 1930’s on the 
ground that products were often adulterated by 
unscrupulous operators. 


Fair Trade: The Dealer’s View 


Fair trade looks almost as good as Brigitte 
Bardot to the average Jersey dealer. Since 1956, 
it’s given him a margin bordering on S¢ gal. Per- 
haps more important, it’s provided a sense of 
stability badly needed after six years of price wars. 

This is particularly true of rural and center-of- 
town dealers who depend on local rather than 
transient business. 

But a few operators with strong locations on 
heavily travelled, high-volume highways can see 
marketing without fair trade. 

These dealers look hungrily at operations such 
as the unbranded outlet on Route | below Wood- 
bridge, which until recently was pumping an esti- 
mated 80,000 gallons a month with a price posting 
5¢ below the majors. The price spread was cut 
to 4¢ some weeks ago, but volume stayed at 
land-office proportions. The operator is said to be 
getting his product from three different jobber 
sources, playing one off against the others for 
price. 

Some say that dealers who would consider drop- 
ping fair trade are the really sharp operators in 
the Jersey market. But Col. Dwight T. Colley, vice 
president and general manager of marketing for 
Atlantic Refining—and an outspoken fair trade 
advocate—takes a different view. 

Says Col. Colley, “Who’s cut-rating? Is there a 
class? Sure there is. Some dealers would rather cut 
the price and sit on their rear ends. The guy who 
wants to dump fair trade doesn’t want to give 
service. He wants big volume and cheap help. He 
wants to sell 50,000 gal. and close earlier.” 


How the Market Is Changing 


Many majors are reclassifying the New Jersey 
market into three categories. 

In past years it’s consisted of majors (“the good 
guys”) and non-majors (“the bad guys”). Today 
marketers feel the second group has been split in 
two. There are the big, smartly operated “private 
branders” like Houston Petroleum’s Saveways and 
Merits, which are regarded as tough but respectable 
competition (see picture, page 118). Then there are 
the numerous, somewhat rundown “unbrandeds” 
(also pictured), offering “Save” or “Mygrade” or 
“Speed Queen” or “Pete’s” gasoline on a price 
basis alone. The private branders generally keep 
to a 3¢ spread; the unbrandeds go for 4¢ or more 

Complicating the picture, of course, are an esti- 
mated two dozen split-pumpers. 

The relationship between fair trade price move- 
ments and the number of non-major outlets posting 
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What the Majors Say About 
Fair Trade in New Jersey 


SHELL — “We do not approve of the principle of 
fair trade. It’s governmental interference in private 
business. From the marketing standpoint, though, 
we haven’t done badly in Jersey under fair trade, 
and it has undoubtedly stabilized the market some- 
what. But it also has held an umbrella over the 
group of marketers who don’t fair trade. And be- 
cause of this, fair trade will fail. In fact, fair trade 
gets closer every day to folding up in New Jersey.” 


ATLANTIC — “New Jersey has demonstrated the 
value of fair trade. It would be good for marketing 
nationwide. When you spend millions of dollars 
to make a branded name, you can’t afford to have 
dealers selling at cut-rate prices. Unbranded opera- 
tors cannot force the branded dealers off fair trade; 
what they can do, though, is to force you to lower 
your minimums. This business is so competitive and 
there’s so much product around that the high cost 
of doing business has tempted the large supplier to 
fair trade at too high a price.” 


GULF — “We like it. It’s the only thing that gives 
any relief. Even so, Jersey is a decidely subnormal 
market. The price should go higher. The trouble is 
the unbranded situation. 


TEXACO — “We have mixed feelings about fair 
trade. It’s probably brought a little bit of order to the 
market. But these unbranded fellows are cutting into 
the gallonage. The price level would seem a little 
subnormal if it weren’t for the fact that the un- 
brandeds are getting so much of the market. In the 
rural areas, on the other hand, you have quite a 
good price in several areas. If the wholesale market 
firms up this fall, fair trade might last for a while 
We wouldn’t go off it, of course, unless others did.” 


RICHFIELD — “We're for fair trade and we'd like to 
see it spread to the other states. It’s been the salva- 
tion of the dealers. The respectable operators get a 
fair margin under it, but it does hold an umbrella 
over the heads of the unbranded dealer.” 


SUN — “Fair trade is not without its advantages, 
but one thing we don’t like about it is that you 
can’t move unless you move statewide. Our dealers 
asked for it, but the industry is finding out that you 
can’t fair trade part of the industry (the majors) 
unless the rest (the private branders) go along. If 
the dealers lose interest in it, or if it develops that 
some majors are taking advantage of fair trade 
by converting some of their stations to independent 
operations, we'll have to reexamine our position.” 





Special Report 





(Begins on page 18) 

2¢ off or more has been developed statistically by 
one Jersey major. Reproduced on the next page, 
it shows a distinct increase in such postings when 
the fair trade price increases, and a lesser number 
when the price goes down. 

Crystal-Balling—What’s ahead for fair trade? 
It’s impossible to say for sure, but the non-major 
segment is getting a closer look each day from 
majors who are highly uneasy—if not actually 
alarmed—over its growth. 

On the other hand, John Dressler and_ his 
dealer association members stand ready to give 
fair trade all they’ve got. They promise to go to 
the legislature with demands for state control if 
fair trade is ever lost in New Jersey. 

Dressler has consistently maintained that the 
non-majors may have increased—even doubled— 
numerically, but not in terms of gallonage. And 
some major-company views concur. 

But a Shell Oil official says it’s not so. He 
says much of the gallonage increase registered 
by New Jersey majors comes from gains in com- 
mercial sales. The non-majors, he insists, are getting 
steadily larger chunks of the retail market—which, 
he says, “is the market that really counts.” 

One thing is perfectly clear: the outlook for 
fair trade in New Jersey is inextricably tied up 
with the looseness or tightness of product supply. 

If supply were to tighten this fall, most mar- 
keters agree fair trade “might last a while.” Some 
of the non-major outlets would be squeezed and 
their spreads would be narrowed. 

But if supply is still loose this fall, the picture 
will be different. As one industry official sees it, 
“Fair trade may not actually be doomed, but the 
majors will be looking awfully hard for something 
else.” 


Why Fair Trade Failed Before 

Gasoline fair-trading first appeared in New Jersey 
in the late 1930’s. The majors had abandoned 
guaranteed dealer margins for the so-called dealer- 
marketer plan, which allowed dealers to set their 
own prices. Open discounting resulted, and led to 
the first of the state’s many price wars. 

It also led to the formation of the New Jersey 
Retail Gasoline Dealers Assn., headed then as now 
by John Dressler. Shortly after the group’s organiza- 
tion, dealers and majors marched to the legislature, 
each backing a series of bills aimed at settling the 
unstable gasoline market. In a bit of back-room 
horse trading, everyone finally agreed on two bills. 
One amended New Jersey fair trade laws to allow 
fair-trading of product supplied through a vending 
machine bearing the manufacturer’s brand name. 
rhe other required dealers to post prices and for- 
bade selling below them. 

The first fair trade era lasted from 1938 to 1949, 
and is described by Dressler as “a pretty good 


NEW JERSEY: 


Percent of non-majors more 
than 2¢ below Fair Trade 


The proportion of non-majors posting more than 
2¢ below Fair-Trade has tended to increase 
__ when the fair trade price has increased 








1956 


* Pe ee 





JUNE =WULY, = AUGSsCSEPT = OCT,ssNOV. sé 
Number of Non-Major : 


Stations Checked | 198 244 255 261 268 266 288 


Number Posting More 
Than 2¢ Bel. F. T. 








market. In fact, I think it’s significant that there 
were no price indictments or threats of investiga- 
tion during our fair trade days.” 

But warning flags began to appear after the end 
of World War II. 

New Elements—By 1949, gasoline stocks were 
loosening. Three huge multipump private branders 
opened their doors: Rein’s in Paramus, Saveways 
in Linden and Camden. They dropped prices and 
major dealers began to follow. By 1950, all majors 
had dropped off fair trade as localized distress areas 
spread statewide. The battle was on. 

1950-56: Bloody Jersey—The following six years 
saw the most bitter struggle in the history of gaso- 
line marketing. Dealer after dealer went under dur- 
ing the fight. Marginal operators contemplated 
business suicide as they unlocked their pumps; ex- 
perienced veterans had their margins severely 
slashed. The majors were also hurt, as prices 
dropped to cost levels and even below. 

One positive note for Dressler was that member- 
ship in the NJRGDA hit a record 3,000 in 1952. 
A big factor in the membership drive was a dramatic 
seven-day walkout staged in the spring of 1951. 
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314 313 347 391 395 403 426 428 
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Association dealers toured their trading areas in 
huge motorcades, “persuading” other operators to 
close down by jamming driveways, letting the ai 
out of their tires, ordering one gallon of gasoline, 
insisting on full service and demanding change fot 
a $10 bill. 

Dead End—The walkout ended when Goy. Dris- 
coll returned from vacation and conferred with 
association and industry up a 
citizens’ investigating committee, but its report 
lacking legislative recommendations—was no con 
solation to Dressler and his dealers 


leaders He set 


An abortive second walkout in the fall of 1951 
was followed by establishment of an association 
backed private brand station next to the Linden 
Saveway. Capitalized at $125,000, with 260 asso 
ciation-member stockholders, the station was set up 
with the announced purpose of “studying the 
economics of the private brand market.” But some 
say the idea was to bleed the adjacent Saveway by 
pulling its prices down to meet low association post- 
ings, 

After three years, dealer support began to falter 
as the price war took its toll of members. Then 
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Brief But Signi 


What the reciprocal tr 
board restrictions 
... pipeline tax dies 


Congress has extended the recipro- 
cal trade act for another four years. 
Under it, the President may take ac- 
tion to limit oil imports if they would 
bring about “substantial” injury to 
domestic producers and thus weaken 
national security. 


SIGNIFICANCE: The President is not 
required to impose mandatory imports 
controls, As NOJC counsel Otis Ellis 
puts it, the new law gives independent 
producers “conversational fodder to 
raise hell” if the President refuses to 
act, but that’s about all. 


»New rules aimed at restricting bill- 
boards on new interstate highways are 
expected to be set this month. Dead- 
line for objections to Commerce De- 
partment proposals is about mid- 
September. 
SIGNIFICANCE: If the proposed rules 
prevail, oil marketers will be allowei 
to put up signs directing motorists tu 
their service stations—but product ad- 
vertising must be secondary. 


Chances are a fire will occur at a 
service station only once in about 
200 years, says American Petroleum 
Industries Committee. A survey shows 
there were 0.52 fires for 100 
stations in 1956. 


each 


SIGNIFICANCE: Stations are compara- 
tively safe places. Churches had 1.05 
fires per 100 buildings, schools and 
colleges 2.65, restaurants and taverns 
5.6 and hotels 48.3. 


ficant 


.. New bill- 
service stations selling more 


ade act means. 


Census Bureau reports that sales of 
all commodities by U.S. service sta- 
tions climbed to $15.07-billion in 
1957. 
SIGNIFICANCE: An increase of almost 
9.7% over 1956 ($13.74-billion). 


>A new plastic safety pavement re- 
sists skidding even when wet, and 
stops cars in one-half to three-quar- 
ters the distance required on concrete, 
reports Shell Chemical Corp. The 
material, a plastic adhesive, is poured 
on conventional concrete or asphalt 
surfaces and covered with a grit as it 
begins to harden. 
SIGNIFICANCE: While designed for 
dangerous curves and grades worn 
smooth by traffic, the pavement may 
also have useful oil marketing appli- 
cations in plant areas where surfaces 
are smooth or slick with oil. 


>The using a full canti- 


service station 


idea_ of 
levered hood over a 
driveway has been investigated by 
Standard of California—and aban- 
doned, at least for the time being. 
SIGNIFICANCE: A_ postless canopy 
would be too expensive, says Standard. 


Cities Service plans to complete 
distribution of its “anti-rumble” pre- 
mium gasolines in its 38-state area 
this month. 
SIGNIFICANCE: For the present, Cities 
advertising has an “exclusive” on the 
anti-rumble feature. 


PA 4.5% federal tax on pipeline oil 

transportation died last month. *Con- 

gress repealed the tax in a bill extend- 

ing corporation taxes one year. 
SIGNIFICANCE: The competitive posi- 
tion of pipeline oil with natural gas 
will be improved, says the National 
Petroleum Assn. 


Du Pont’s petroleum laboratory in 
Wilmington, Del., has installed an all- 
aluminum 4-cylinder test engine to 
study performance of refinery stocks 
that might be used in blending future 
fuels. 
SIGNIFICANCE: ‘The company sees 
lightweight automotive engines coming 
and is moving to develop new prod- 
ucts. 


Wilshire Oil has discontinued the 

practice of posting rack prices. Wil- 

shire management never intends to 

post them again, a spokesman says. 
SIGNIFICANCE: Wilshire’ feels it’s 
competitively disadvantageous to notify 
everyone of changes, describes it as 
“telegraphing punches.” 


PWest Coast boat owners are re- 

portedly using higher-octane fuel for 

power boats. In many cases they’ve 

been buying premium grade motor 

fuels—including Tidewater’s new 

super-extra, advertised as 100-plus. 
SIGNIFICANCE: If this signals a trend, 
premium sales are in for a boost in 
boating areas. 


Pm Only 5% of the carrying capacity 

of the world’s tank ship fleet will be 

able to traverse the St. Lawrence Sea- 

way fully loaded when the waterway 

is completed, says Sun Oil Co.’s 

statistical research department. 
SIGNIFICANCE: The Seaway may not 
change Midwest oil marketing patterns 
as drastically as early speculators pre- 
dicted. 


First Half Report: Net Profits for Major Companies - 


Company 

Standard (Kentucky) 
Standard (Ohio) 
Standard (California) 
Continental 

The Texas Co, 

Union Oil of California 
Phillips 

Ohio Oil 

Cities Service 
Imperial Oil 
Standard (Indiana) 


(figures in thousands of dollars) 


% change 

from first 

half, ‘57 
— 05 
— 94 
—14.4 
—14.8 
—16.1 
—31.5 
—31.8 
—32.1 
—32.2 
—35.9 
—36.5 


Net 
income 
$6,301 
11,436 
116,735 
20,208 
138,536 
11,457 
36,412 
15,086 
24,618 
24,153 
52,423 


Company 


Shell 

Gulf 

Pure 

Sinclair 
Socony Mobil 
Skelly 
Humble 

Sun 

Atlantic 
Tidewater 


Standard (Jersey) 


% change 

from first 
half, ‘57 
—37.2 
—39.4 
—42.6 
—43.9 
—44.7 
—46.8 
—47.| 
—49.9 
—54.1 
—69.7 
—106.1 


Net 
income 
291,000 
45,652 
115,737 
10,675 
24,807 
67,500 
10,549 
58,182 
11,560 
7,667 
—1,218 
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Take the A-PLUS Route 
to A-PLUS PROFITS! 


ASHLAND 





Here’s the super gasoline 

that everywhere rates an A-PLUS 
...iIn both power performance and 
in sales performance! 





Why? Because Ashland Oil & Refining Company engineers and technicians 
have created a revolutionary new super fuel that is guaranteed to give more 


power and better performance to cars on the road today. 

Millions of. motorists are seeing and hearing the story of A-PLUS gasoline 
and the money-back guarantee . . . in newspapers, on radio, TV stations 
and outdoor posters. Hard-sell service station displays promote the entire 


There’s an A-Plus profit package with your name on it! Just call the Ashland 


line of outstanding Ashland Oil products at the point of sale. 


Oil office nearest you for complete details! 
ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 
Michigan Avenue 


ALTON, ILL., 528 Henry Street BUFFALO, N. Y., 800 Ellicott Square CHICAGO, ILL., 6 N 
CINCINNATI, 0., 1402 Federal Reserve Bank Bidg CLARKSVILLE, IND., 214 Center Street CLEVELAND, O 
Bidg DETROIT, MICH., Dearborn P. 0. Box 6025 - EVANSVILLE, IND., 2500 Broadway FINDLAY, 0., P. 0. Box 
FREEDOM, PA. — LOUISVILLE, KY 1202 S. Third Street NASHVILLE, TENN., 5 E. Main Street PADUCAH, KY 
PITTSBURGH, PA., 711 Shields Bidg 


The Independent Brand Got Independents 
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LY adjustable in ALL PLANES ! 


i 
tH 
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e CAN TAKE IT! 

PROOF of the tremendous strength of Whiteway’s 
new ultra-modern “WING-LUME” lighting fixture 
is illustrated by the unretouched photograph above, 
supporting the weight of TWO men sitting at the 
far ends of each unit! Never will such stresses 
occur in the installations you are planning, but if 
they should you can be assured that “WING- 
LUME’ would take it! Write today for suggested 
“WING-LUME?” designs of tomorrow, prices, and 

**WING-LUME'S” amazing new mount ; complete details so your installations will be more 

ing bracket, _ completely adjustable in : ° f ; ' 

Alt, PLANES. te made tom 0 how eye-arresting, sturdy and efficient! 

super-strength alloy scientifically devel- 

9 for this job. Its shear and tensile 

strengths are truly remarkable, allowing 

you to make installations heretofore im- 


peeeere with large margins of safety. 
rite for complete details, NOW! 


DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 
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Northwest Battle: Oil vs. Gas 


@ Industrial Market—Gas has taken a lot 


@ New Homes—Gas has made inroads in many 
areas, but oil men expected to be hit harder 


@ Conversion Market—Central oil-heating 
switches have been light. Much space 
heating has gone to gas, but many oil men 


say good riddance 





SEATTLE AREA: 
Oil dominant 


SPOKANE AREA: 
Oil losing ground 





WASHINGTON 


3 PORTLAND AREA: 
Oil holding its own 


OREGON 


@ Summary: Despite setbacks, oil men are now 
confident they have gas boxed in. Now 
they're fighting to regain lost ground 


FUEL OIL men in the Pacific Northwest, shaken 
up two years ago by the invasion of natural gas, 
are taking another look. They haven’t done as badly 
as some feared. Gas has made its big conquest, they 
believe, and from here on the battle evens. 

Admittedly, oil hasn’t fared well in the industrial 
market. But some oil men say recent price drops 
in heavy oils may cause the trend to gas to slow 
down, halt, then turn around in oil’s favor. 

Surprisingly, oil has stood up well in the domestic 
heating market. There’s been no sudden switch of 
central oil heating accounts to gas. Nor does any 
such trend seem likely to develop. The reason: Oil 
men were sharpening their marketing tools and tech- 
niques long before gas came in, and they plan to 
wage a continuing battle to hold on to what they 
have now. They’re not going to let gas take over 
by default. 

But there have been losses. Depending on the 
aggressiveness of the gas utility, new homes in some 
areas have gone to gas, coal users have been con- 
verted, oil space heaters have been switched to gas. 


Industrial Markets: A Closer Look 

Standard Oil Co. (California) estimates the oil 
industry is losing 30,000 b/d of fuel oil sales be- 
cause Pacific Northwest industries have gone to 
gas. 

The big reason for the change is low-cost gas, 
supplied on an interruptible basis. Under this plan 
the gas company can turn off the gas when its sup- 
ply runs low, forcing industries to fall back on fuel 
oil or coal. Because of a mild winter and other fac- 
tors, gas service was cut only one or two days dur- 
ing the past heating season. Industries with standby 
fuel oil consequently used little of it. 
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BATTLEGROUND: Fuel oil still has 
an edge over natural gas 


Here are some other measures of gas’s impact 
on fuel oil: 

e Mining and manufacturing in Oregon used 
5,300 b/d of fuel oil last year. In 1956 the de- 
mand was 7,700 b/d. Decrease: 29.3% 

e The same industries in Washington consumed 
14,700 b/d last year. In 1956 they used 25,100 
b/d. Decrease: 41.4%. 


e Some 8,000 b/d of fuel oil had been used 
for manufactured gas in Oregon and 3,000 b/d 
in Washington. Today that market is all but wiped 
out. 

e Public utilities in Washington sold 388.7- 
million therms of gas last year, of which 82% 
went to the industrial market. In 1956 they sold 
33.3-million therms, with 6.9% going to industries. 

e In Seattle, Washington Natural Gas Corp., 
expecting a 55% industrial load, wound up with 
a 75% load. 

The industrial trend to gas doesn’t worry many 
of the heating oil retailers and distributors, since 
they handled very little of the heavy oil that gas 
is replacing. 


Domestic Markets: A Closer Look 


The consensus among oil men is that natural gas 
made a big splash in the domestic market in the 
first year, but that public reception seems to have 
cooled down. They expect gas to move ahead 
slowly from now on with most gas growth coming 
from new construction, where installing gas equip- 
ment is cheaper for the builder. But oil men add 
they haven’t been cut out of the new-home market 
entirely, and are still converting coal users to oil 


Oil men admit the loss of some furnace oil 





Fuel Oil 


(Begins on preceding page) 

(No. 2) gallonage in central heating plants, and of 
a lot of stove oil (No. 1) in space and circulating 
heaters. 

As for the loss of furnace oil, they point out, it 
could have been a lot worse. 

And as for stove oil, many say they are glad to 
get rid of it. It was a premium-priced fuel (about 
2¢ more per gal.), it didn’t burn as efficiently in 
space and circulating heaters as No. 2 did in cen- 
tral plants, and it wasn’t as nuisance-free as No. 2. 

Oil men quickly point out that all lost oil gal- 
lonage wasn’t picked up by natural gas. Electric 
heat, which is a factor in the home heating field in 
the waterpower-rich Northwest, got a fair share of 
oil accounts. 

Why has the sale of natural gas slowed down, as 
oil men believe? Here are some of the reasons: 

e The business recession. People with money 
to spend are holding tight to see what happens next 
on the economic front. The unemployed had no 
money to spend. 

e Increases in natural gas rates in some areas 
at a time when oil prices were on the downswing. 
There wasn’t any economic advantage in switching 
fuels. 

e Satisfaction with oil heat. “Homeowners who 
have about ten years of life left in oil burner equip- 
ment aren’t going to rip it out just to put in gas,” 
says one oil man. 

e Electric cooking. As one oi) man explains it, 
“In most homes, cooking is by electricity, heating 
by oil. For a customer to use gas at the lowest rates, 
he must use it for cooking. The man of the house 
may like gas heat but his wife won't give up elec- 
tric cooking. So oil heat stays in.” 

e Oil men themselves take some of the credit: 
They saw what was coming, organized, and began 
to promote oil heat before natural gas came in. 
They got assistance from their suppliers and from 
Oil-Heat Institute of America’s distribution divi- 
sion chapters in the area. They insisted on extra 
strong safety codes for natural gas pipelines, making 
gas distribution more costly for the companies. 

Here’s how oil men made out in the first two 
years and how they see the future—area by area: 

Oregon—‘‘We haven't been hit as hard by nat- 
ural gas as we thought we were going to be.” That 
sums up most Portland oil men’s feelings. 

“There has been very little switching over from 
oil to gas,” says C. W. Pajot, oil manager for 
Liberty Fuel & Ice Co., Portland. “We've noticed 
it mostly in new construction.” 

“Potentially, it could have been worse,” says 
Leonard Gassner, executive secretary of OHI of 
Oregon. Portland and Willamette Valley oil men 
probably had a more difficult problem than else- 
where in the Northwest. “The gas company,” 
Gassner adds, “is willing to spend money for pro- 
motion, but it’s encouraging that oil dealers are 


becoming aware of what gas could do to them.” 

As for the future, Gassner thinks gas will increase 
its share of the market slightly in the next two or 
three years but will then settle down with about 
25% of the market. 

Portland’s 1957 new-home building permits 
show that gas didn’t run away with that market. 
Gas got 285 homes, or 50%; oil, 200 homes 
(30% ); electric heat, 85 homes (15%). The 
latter, oil men pointed out, is something for both 
gas and oil to worry about, because the growth 
came almost without utility promotion. 

Of the total new homes and conversion jobs last 
year, oil came out on top with 1,413, gas had 
1,329, and electric heat got 542 homes. 

And that trend continues. First-quarter 1958 
figures show 304 oil permits, 222 gas permits. 

Over-all, Gassner adds, natural gas’s big spurt 
came early. “Last year Portland Gas gained only 
1,844 new customers in its entire market, spend- 
ing $772,000 in sales promotion to get them.” 

Portland Gas reports a 61% system-wide gain in 
home heating. In June 1956, before gas, it had 
22,216 accounts; in March 1958 it had 37,749 
accounts. Commercial heating is up 45%, from 
3,672 accounts to 5,333; multiple dwelling ac- 
counts are 16% higher, from 887 to 1,030. 

A consumer analysis study put out by a Portland 
newspaper shows oil heat in a modest comeback. 
Oil has 74.1% of the homes in the city; it had 
72.7% last year, 73.9% in the year before gas. 

Western Washington—In the area looked after 
by OHI of Washington, natural gas has had very 
little impact on heating oil gallonage. 

When it was first learned that gas would come 
into the area, OHI of Washington came up with 
charts showing four possible trends that might de- 
velop: (1) oil would decline sharply, (2) oil would 
go down slightly, (3) oil would increase slightly, 
(4) oil would go up sharply. “As of now,” says 
Bob Elmslie, managing director of OHI of Wash- 
ington, “oil heating sales are only slightly under 
the most optimistic assumption.” 

Two of the Seattle area’s big heating oil dealers, 
Watson-Hall Fuel Co. and Griffin Fuel Co., report 
they lose only an “occasional” customer to nat- 
ural gas. Late figures from King County, which in- 
cludes Seattle, tends to show they are right: 3,637 
permits for oil heat, 2,482 for gas, 1,468 for elec- 
tric heat. And 400 of the gas permits cover a gov- 
ernment housing development changing from coal. 

In Seattle proper, Elmslie thinks that gas has 
about 54% of the new homes. 

But the area is still oil heat by a wide margin. 
Professional engineers surveyed 600 representative 
homes and found that 85.8% use oil, an increase 
of 1.8% over the number reported in a study made 
a year earlier. Natural gas is used in 6.7% of the 
homes, electric heat in 4.3%. 

Eastern Washington—The area east of the 
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Columbia River, says Robert A. McCann, manager 
of OHI of the Inland Empire, has dropped more 
than 3-million gal. of heating oil since gas entered 
late in 1956. Pre-gas-era oil sales were 93-million 
gal. a year. Last year oil sales were about 90-mil- 
lion gal. 

The loss is even more than 3-million gal., Mc- 
Cann says, because before gas oil was enjoying 
some growth. That growth has now slowed down. 

But gas didn’t walk away with oil’s losses. 
There’s no doubt that some former oil business 
went to electric heat. Washington Water Power Co. 
put on 1,400 new electric heat customers in its 
market after launching electric heat promotion. 
Public Power Districts have been set up in the 
Columbia Basin counties of Grant, Franklin and 
Benton where, oil men say, 40% of the new homes 
are electrically heated. 

A good part of the gas gain in the eastern part 
of the state came from coal users and stove oil ac- 
counts, oil men say. J. C. Langdon, secretary of 
Spokane Heating Oil Dealers Assn., estimates oil 
has lost about 2,200 accounts, two-thirds of the 
gallonage in furnace oil, one-third in stove oil. 

Langdon feels there was strong emphasis on gas 
in the new-home market at first but it seems to 
have slowed down. 

Spokane Natural Gas says 90% of the new 
homes built in Spokane last year were gas jobs. 
And oil men fear that the merger of Spokane Gas 
with Washington Water Power may make it tougher 
for them in the years ahead. 

They say Washington Water Power will do a 
far more effective job of merchandising gas heat 
than Spokane Natural Gas did. They're convinced 
that the new management has plenty of know-how 
and is willing to spend the money needed to do a 
thorough job of pushing gas heat. 

At present, Spokane Natural Gas says, 7,000 of 
its 10,000 system-wide accounts heat with gas. It 
feels that the growth business will go either to gas 
or electric heat. It says it has added 2,524 domestic 
dwellings as gas heat customers, 832 being new 
homes and 1,692 conversions to gas. It has a higher 
industrial load than it though it would get. 

Looking ahead, oil men see a three-way fight 
for present stove oil customers—among oil, gas 
and electric heat. Right now, McCann says, oil heat 
has 75%-80% of the homes in Spokane, a de- 
crease from the 83%-84% oil held before gas came 
in. 


How Oil Men Are Fighting Back 

With close to two years’ gas experience behind 
them, oil men are no longer confused. They know 
the future is up to them. Many had decided to stand 
up and fight long before the gas pipelines were laid. 
The more casual ones have come into the fold 
since, after seeing that gas could be a serious prob- 
lem. 

With supplier aid, local OHI chapters in Oregon, 
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Ready for Winter? 


USE THIS NPN CHECKLIST to make sure 
your fuel oil operation is set for the winter: 


Trucks 

[_] Winter oil in crankcase 

() Antifreeze in cooling system, if necessary 
(_} Heaters, defrosters in working order 

(_] Skid chains and shovels on hand 

[] Sand, gravel, salt on truck; sanders working 
[-] Tools for loosening frozen fillpipes on hand 


Personnel 

[| Extra men lined up for emergency work 

[| Program set up for Sunday and holiday stand- 
by delivery and burner service 

[| Uniform rental or purchase completed 


Storage Plant 

(] Snow removal plans set up 

(-] Garage heating system overhauled 

[] Preheaters for engines in working order 

[_] Extra truck available for emergency service 

[-] Sand, gravel or salt ready for loading rack 
to prevent accidents 

[| Delivery schedule flexible enough to allow for 
extra heavy snow 


Washington, Inland Empire, southern Idaho and 
Nevada are continuing their oil-heat promotion 
campaigns. They're planning to draw from a 
$412,000 kitty this year, $62,000 more than they 
had to work with last year. What’s being spent 
this year is close to half of what all 31 other U.S 
markets combined spent in oil-heat promotion last 
year, according to figures from Oil Heating Mar- 
ket Reports. 

Money is going for radio and television time. 
for newspaper and billboard space, for direct-mail 
pieces, booklets and brochures for sales aids. 

Oil men are talking up oil heat for safety, 
cleanliness, convenience and low cost. They're get- 
ting interested in heating equipment sales, which 
up to now they’ve shied away from. They realize 
now that if they are to grow, they—not outsiders 

must take responsibility for selling equipment. 

They're going ahead on burner service, in step 
with a trend that began before gas came in. Service 
schools are being sponsored on a regular basis by 
OHI chapters. 

They're making it easier for accounts to pay 
their fuel oil bills. Budget plans are becoming 
general. 

Phey’re trying to win back new homes. While 
many oil companies usually have salesmen assigned 
to this field, OHI of Washington, for example, has 
two field representatives doing nothing but calling 
on builders’ groups to swing them back to oil wo 








Fuel Oil 


Customers stick their own tanks ... 








New-Way takes orders off recorder .. . 


And delivers for cash on the barrelhead 


‘New Way to Sell Price Buyers 


NEW-WAY FUEL CO. of Seattle, Wash., be- 
lieves there’s room for a price operation in every 
kind of business—including heating oil. The com- 
pany’s starting next month in its first full season of 
serving strictly price buyers. Other oil men are 
keeping an eye on the operation to see how it 
fares. 

With a no-frill service and a single grade of 
heating oil (No. 2), New-Way cuts prices 2¢ a gal. 
below the average in the area—and passes the 
saving on to consumers. 

All the company uses is three trucks, a phone 
number, a recording device and some office space. 

Herb Johnson, the man behind New-Way, is a 
conventional fuel oil distributor to boot. He oper- 
ates Aaberg Fuel Co. in Seattle, with outlets in the 
Tacoma-Midway area. 

Johnson figures 20% of the area’s fuel oil ac- 


counts are price buyers and thus potential New- 
Way customers. He operated only four months 
during the past heating season—January through 
April—so there’s not much basis for judging how 
he’s doing. He started in the middle of the season, 
when most accounts were signed up for oil supply 
with other distributors. And then the Seattle area 
had one of its mildest winters. Says Johnson, “I’ve 
only scratched the surface.” 


What's the Market Outlook? 


Most of New-Way’s customers, Johnson says, 
are people in the low and middle income brackets. 
In the main they live on pensions or other fixed 
income and have to watch their pennies, so price 
buying appeals to them. Some accounts are what 
Johnson calls the “businessman type”—they’re al- 
ways on the prowl for a bargain. 
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Even though he deals mostly with the low income 
group, Johnson’s New-Way has no accounts re- 
ceivable problems, no credit worries, no bad-credit 
risks. That’s because New-Way operates strictly 
for cash on the barrelhead. “It doesn’t appeal to 
the bad credit risk,” Johnson says. 

Other fuel oil dealers offer their customers what 
Johnson calls “Cadillac service” -— automatic de- 
liveries, burner service, credit-——and not all cus- 
tomers can afford such deluxe trimmings, Johnson 
feels. He’s out to get their business. 

One of Johnson’s big reasons for starting New- 
Way is that he likes a cash business. Aaberg Fuel, 
which he began in the 30’s, did about 85% of its 
business in cash until about five years ago. That’s 
when Johnson began to think up a new angle to 
revive the cash operation. 

He surveyed about 50 Aaberg accounts, asking 
how much inducement they'd need to pay cash for 
oil. He concluded that a cash business in oil would 
have to offer a price discount of at least 10%. 
New-Way has been doing better than that: Dis- 
counts range from 12.1% to 12.7%. 


How New-Way’s Service Works 


Under the New-Way plan, the customer does 
most of the work. He checks his own oil level and 
then telephones when he needs a delivery. Too- 
frequent calls are discouraged by a sliding price 
scale based on gallonage delivered. The customer 
pays 13.5¢ gal. on deliveries of 450 gal. or more, 
14.6¢ gal. for 200 to 450 gal., or 15.6¢ gal. for 
100 to 200 gal. 

When an oil buyer calls New-Way, he hears a 
voice say, “This is a recorded announcement by 
the New-Way Fuel Co.” Then the voice asks the 
caller to leave his name and address, and promises 
delivery. Two basic records are used, one from 
Monday morning through Friday afternoon, prom- 
ising 48-hour delivery, and the other on the week- 
end, promising delivery on Monday. If the person 
wants to be called before delivery, he’s asked to 
leave his telephone number. 

If the customer isn’t home when the truck drives 
up, New-Way forgets about the delivery unless the 
customer calls again. The company will make a 
second trip to fill an order only if the customer 
gives a good reason for not having been home. 
Johnson says that only a handful of times has 
nobody been home. 

The heart of New-Way’s order-taking and truck- 
dispatching setup is Bell System’s “electronic 
secretary.” New-Way uses two of them to cut down 
the chance of a caller getting a busy signal. It’s 
the only office equipment New-Way has, and it’s 
located in part of Aaberg Fuel’s office. 

Electronic secretaries cost New-Way $45 each to 
install plus a monthly rental charge of $18.50 each. 
And they work around the clock seven days a 
week. 


Several times a day, Johnson plays back the 
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records and transcribes the orders onto meter 
delivery tickets. Then he hands the orders to 
drivers for delivery. 

Johnson has about $25,000 invested in New- 
Way. Three used trucks, ranging in capacity from 
1,350 to 1,800 gal., cost about $16,000. They are 
painted a golden bronze, in contrast to Aaberg’s 
fire-engine red vehicles. 

Johnson spent about $9,000 to set up a 27,000- 
gal. tank in Aaberg’s yard to store New-Way’s 
supply. He makes no special claims for New-Way’s 
oil, besides saying it comes from a major oil com- 
pany. By contrast, Aaberg’s fuel is advertised as 
“Desert Dry,” a trademark. 

During the past mild winter, New-Way oil at 
times would be delivered by Aaberg’s drivers. When 
that happened, they would pick up a separate 
paycheck from New-Way. 

Johnson’s New-Way operation limits deliveries 
to 8 a.m. to 5 p.m. Monday through Friday. That 
avoids any driver overtime payments. 

New-Way’s advertising is conventional. Johnson 
plugged the company’s new way of oil delivery in 
local papers. His trucks carry signs that say, “Buy 
highest quality furnace oil the new way. Savings 
up to 12.1%.” 

New-Way is shut down during the off-heat sea- 
son. “With our low overhead operation, we must 
limit deliveries from October through April,” says 
Johnson. New-Way sent its customers postcards 
in April, reminding them to order a summer oil 
supply before May 1, and telling them the com- 
pany would be back on the job Oct. 1. 


What Other Oil Men Think 


Johnson’s fellow heating oil men were up in 
arms over his price operation. They saw an open 
door to price wars and a chaotic market. Johnson 
didn’t see it, and told the oil men so. “Many of the 
customers New-Way has picked up were probably 
buying from the type of dealer who isn’t doing 
the industry any good,” he says. Others may have 
been buying from companies giving secret rebates 
or discounts. Johnson, on the other hand, makes 
no secret of his prices. In fact, he announced his 
plan to other fuel oil distributors in an open 
meeting. 

The initial opposition to New-Way has cooled. 
None of Johnson’s competitors questioned will 
admit the loss of more than two or three customers. 
Johnson says his conventional heating oil company, 
Aaberg, lost about 5% of its accounts to New-Way, 
and he figures that’s probably the most his com- 
petitors lost. 

But the real test is yet to come. The 4-month 
period New-Way operated last heating season was 
not a full tryout. The picture will be clearer after 
the coming heating season is over. By then Johnson 
and other oil men should be able to tell whether 
there’s room for a price operation in their heating 
oil market. * 











Scully Signal Puts on a Road Show 


This is Scully Signal Co.’s mobile hydraulic laboratory 


a rolling demon- 
strator of Scully delivery accessories. The truck is fitted with various fillpipes 
to show how Scully tight-fill connections and adapters fit on each. (That’s 
president Frank Scully aboard the catwalk.) For more about tight-fill, read 
next month’s NPN. 


What Will A-Power Do to Oil? 


It'll take over the central power station and 


ship fuel markets, says a former oil executive 


THE SHARE of the power generat- 
ing market now going to oil, natural 
gas and water power will shrink in 
the years ahead, says a former major 
oil company official. 

Ihe slack, he adds, will be taken 
up by atomic energy and coal. 

That's the opinion of Dr. Robert 
E. Wilson, former Indiana Standard 
board chairman. 

He says the decrease in the percent- 
age of power production from oil, 
natural gas and coal will be greater 
than the percentage that atomic en- 
ergy is likely to take up, so coal will 
probably be taking care of a slightly 
increasing percentage of a rapidly in- 
creasing demand. 

Bright Side Wilson says the oil 
industry hopes to lose most of its 
central power station business so it 
can convert residual fuels to more 
valuable products. He also sees the 
oil industry losing the ship fuel 
market, 

Dr. Wilson thinks there will be 
few, if any, subsidized atomic power 
plants built in the U. S. for purely 
commercial purposes in the next 10 
years. “These few, if any,” he adds, 
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“would be only at points remote from 
conventional fuel supplies and with 
high load factors. 

“I would object to building many 
more such plants until we have much 
more experience and some new and 
better ideas,” says Dr. Wilson. 

Long-Range Buildup Wilson 
adds that in 10-25 years the length 
of time depending on _ technological 
developments and on relative price 
trends of competitive fuels — a mod- 
erate but increasing proportion of the 
larger commercial power plants may 
well be built without subsidy to use 
A-fuels. 

“However,” he says, “no existing 
plants of reasonable efficiency would 
be shut down or converted to atomic 
fuel, and the principal effect on the 
utility industry will be higher capital 
requirements, hopefully offset by 
somewhat lower fuel costs.” 

And, he adds, any private invest- 
ment in commercial A-power gen- 
erating in the near future will have to 
be inspired more by long-range hopes 
and public service motives than by 
“any reasonable expectation of a sub- 
stantial early profit.” 


NATIONAL 





‘Never Wrong 


This oil heat jobber 
Makes weather pay off 


SPAULDING-YATES, Inc., heating 
oil distributor in Buffalo, N. Y., has 
built up customer demand for its easy- 
reading monthly weather summary. 

“We never predict anything,” says 
the company, “so we're never wrong. 
We just recap what’s happened to 
show accounts if they are ahead or 
behind last year on fuel use.” 

On king-size postal cards, the com- 
pany tabulates: Average temperature 
and degree-day totals for the month 
and season; normal degree-days for 
the period; a comparison with degree- 
days for the same time a year ago. 

The company sprinkles in a little 
of its own brand of humor. If the 
weather bureau predicts the upcoming 
month will be warmer, Spaulding- 
Yates is likely to say, “Let’s hope 
they are wrong; we’re awfully anxious 
to bring back prosperity.” If colder 
weather is predicted, the company 
says “We’re predictin’ nuthin’ 
just hopin’.” 
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iEGT. 
Gas Goes Russian 


OIL HEAT promotion groups may 
be missing a bet by not advertising 
in the foreign-language press. Here’s 
a Russian-language ad plugging gas 
for hot water. Translation: “Gas— 
Fully Assures You of Hot Water— 
Buy a heater big enough to meet the 
needs of your family . . . Fully auto- 
matic . . . Always in supply . . . Eco- 
nomical.” Public Service of New Jer- 
sey ran the ad in Novoye Russkoye 
Slovo, New York daily paper read 
by about a quarter of a million people. 
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TOKHEIM 


MODEL 635 


METERS 


Precision Measurement with Pre-set Control 
SIMPLIFIES TANK TRUCK DELIVERIES! 





It’s just like adding a helper. Tokheim Meter 
Model 635 tends the truck while driver tends 
the nozzle. Set gallonage in advance—Pre-set 
Control lets product flow at 40 g.p.m. Then, 
within three seconds of full delivery, it smoothly, 
automatically reduces to secondary flow of 11 
g-p.m. Gently cushions automatic stop—elimi- 
nates shock and strain on equipment. Exclusive, 


lever-type wheel settings accurately measure and 


There is no substitute 
for TOKHE/M QUALITY! 


record the totals of all the gallonage delivered. 

The extreme flexibility of Tokheim meters 
makes them ideal for either single or dual instal- 
lations. Air separator and strainer are reversible. 
Ticket Printer is optional. And unit is equally 
efficient for tank trucks, bulk plants, airports or 
industry. Investigate Precision Measurement 
with Pre-set Flow Control today! See your Tok- 


heim representative, or write factory for literature. 


General Products Division 


TOKHEIM CORPORATION 


OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVE. SINCE 1901 FORT WAYNE 1, IND. 
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Subsidiaries: Tokheim N. V., Leiden, Holland GenPro, Inc., Shelbyville, Ind 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 
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Management 


How Tidewater Developed Its 





Problem: Waking up the marketing department of a ‘sleeping giant’ 


Solution: A grass-roots training plan with salesmen as key trainers 


Using a sales consultant, Tidewater's western division developed it; 
central and eastern divisions are adopting if. It's probably the most 
comprehensive training plan in the industry today 


TIDEWATER OIL CO.’S new training program 


is one to reckon with. As now constituted, it’s a 
big part of Tidewater’s drive to improve its mar- 
keting position in the industry.* 

Here are some of the program’s main features: 

e Salesmen are given primary responsibility for 
dealer training. 

e To give them time for this training job, their 
other duties have been analyzed and systematized: 
fast procedures, checklists, forms have been pre- 
pared to help them perform more efficiently. 

e Work schedules have been prepared for 
dealers. Object: to show them how to get routine 
duties done faster so they'll have more time to 
devote to sales building. 

e A business analysis system has been worked 
out, enabling salesmen to see at a glance the weak 
points in service station operations and to work 
on them until they are improved. 

The training program was developed at the grass 
roots—not in headquarters. This has helped make 
the men in the field enthusiastic about it. In charge 
was a man outside the company—a sales consultant. 


Nucleus: A ‘Five-Foot Shelf’ 

The heart of Tidewater’s training program is 
a 10-volume set of books—a petroleum retailer’s 
version of a “five-foot shelf” (see picture). It’s 
loose-leaf for easy insertion and revision. With it 
the company is giving its salesmen, dealers and 
helpers a well-rounded education in the science of 
selling petroleum products. 

The set is the work of Cyril Wright, a San 
Francisco sales consultant who organized a success- 
ful western division sales conference for Tidewate: 
*Other parts of the drive: (1) To spell out in black and 
white the policies, practices and procedures affecting retail 
marketing; (2) To develop streamlined systems to speed 
handling of field detail; (3) ‘To improve dealer recruiting 
methods and establish a financing program to insure 
a flow of good dealer prospects. 


a few years ago. He was called in to work out the 
entire training program. 

When Tidewater’s western division started to 
move, it had no formal marketing training. Vice 
president Thomas L. Wark, then division manager, 
decided there was no time to groom a company 
man for the job, so he got Wright—who had a 
broad background in sales promotion, marketing, 
advertising and sales management—to tailor a 
salesman and dealer training program to Tide- 
water’s needs. 

Wright worked with the company as a consultant 
for three and a half years. He did the field research 
for the books, got the training going. He helped 
reorganize the western marketing department; 
produced slightly revised courses for the eastern 
and central divisions; developed training personnel 
to take over when he left. 

Wright believes his status as a consultant made 
it easier for him to work with dealers and with 
management. “Dealers and company personnel 
talked frankly to me, | believe,” he says, “because 
they regarded me as a neutral party. And I could 
work with management effectively because I was 
not limited by territorial or job-function barriers.” 

Interim Moves—Meanwhile, Tidewater was a 
going operation, and it wasn’t willing to sit on its 
hands while a comprehensive training program was 
worked out. There were some 2,500 dealers in 
seven western states and Hawaii to train as quickly 
as possible. 

In view of the scope of the task, it was con- 
cluded that enough trainers couldn’t be hired to 
do the job, and that training stations or classroom 
trailers would only scratch the surface. 

lidewater’s solution: It turned its salesmen into 
trainers. 

Since all salesmen are not necessarily good 
trainers, they had to be trained to train. And they 
had to be shown how to organize their other work 
better to get the job done. The division decided to 
groom a top salesman in each district for the job 
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Blockbuster Training Program 


of training supervisor. The district training super- 
visor trained the salesmen, the salesmen passed on 
the training to the dealers, and the dealers trained 
the helpers, carrying out the principle of “multiply- 
ing ourselves.” 

While this was going on, Wright was writing the 
first of the 10 volumes—the dealer’s manual. An 
unfinished version was used in the early training 
stages. In less than a year the manual was com- 
pleted and seven district training supervisors and 
more than 100 salesmen had been trained as 
trainers. 

A training station was added in each district 
last year. In charge of each is a manager-trainer 
recruited from the salesman ranks. He works under 
the district training supervisor. Trailer “classrooms 
on wheels” are also used in some areas. 


How the Dealer Training Works 

The field salesmen have final responsibility to 
train dealers. Tidewater puts it this way: “The 
salesman is responsible for end results, station 
sales-building. This requires trained station per- 
sonnel. Thus, he must see that the job is contin- 
uously done.” 

Training stations and trailer classrooms are no 
exception. They are auxiliaries to aid in getting 
the job done. 

Four-Way Push—tThe field salesman has four 
basic ways to accomplish his mission: (1) He can 
do all the dealer training himself; (2) He can sell 
his dealers on attending the full course at the 
district training station; (3) He can sell them on 
getting part of the course at the training station 
and completing the work themselves, or (4) He 
can arrange with his district manager-trainer to 
come into his territory to give courses to station 
personnel (the salesman is responsible) for dealer 
and helper attendance). 

Dick Ruff, manager-trainer in the San Francisco 
district, explains how the fourth method works: 

“I set up classes, usually at a service station, 
and invite dealers in the vicinity to come in for 
five afternoon sessions or five evening sessions. 
(The area sales supervisor and field salesmen tell 
dealers about the upcoming classes a month in 
advance.) Each session lasts about three hours. 
That’s as much time as a dealer can spare. 

“We use the conference technique—everybody 
takes part. We urge seasoned dealers to attend the 
course as a refresher, telling them we'd like to 
benefit from their opinions and ideas. If they are 
cool to the idea, we appeal to them on the basis 
that we need uniform training to develop standard- 
ization. Usually the most successful dealers are 
the ones most interested in additional training.” 

Ruff says he works hardest on his first class 
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‘FIVE-FOOT SHELF’ of manuals was written by 
consultant Cyril Wright (right). He was brought in 
by Tidewater vice president T. L. Wark 


because if the dealers like it they send their helpers 
in on succeeding days. 

Parts of the course that appeal most to dealers, 
he says, concern pump island procedure; ways to 
organize time better; bookkeeping and manage- 
ment. 

Salesmen carry on where the manager-traine! 
leaves off. They generally visit a station every two 
or three days d spend several minutes or hours, 
as needed, concentrating on an area where the 
station needs improvement. They also offer training 
classes, gathering several dealers and helpers to 
gether at a convenient dealer station. 


How Salesmen Use the ‘Shelf’ 


The full 10-volume treatment is reserved for the 
salesmen. When the course was completed, it was 
introduced to the men in the field at district meet 
ings attended by all supervisory personnel. District 
training supervisors then took the course to thei 
respective districts: Salesmen spent two days every 
three weeks in training conferences for a period 
of five to six months. 

New salesmen will spend three to six months in 
training before going into the field. 


Wholesale salesmen were included in the retail 
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“Tidewater figures it cost about 
$150,000 to create the course and 
develop the training program” 


(Begins on page 136) 
training program, but eventually a special course 
will be developed especially for them. 

Tidewater figures it cost about $150,000 to 
create the course and develop the training program. 
A complete set of books (which costs less tha 
$50) is given to each supervisor and salesman 
after training. 

Here’s what the books cover: 

Book I of the course presents the training in 
human relations, the background of company and 
industry and where each salesman fits in. 

Book II is the retail product manual. For each 
product there are information sheets that tell: (1) 
why the product is needed; (2) the methods used 
in general by the industry to meet these needs; 
(3) how the methods work; (4) how the Flying A 
product meets these needs, and (5) how and why 
it’s better than competition’s. 

Book III is the basic service station training 
manual. Each section is ended with a quiz, which 
the dealer or helper must pass to complete the 
course. 

The book attempts to develop a system for the 
dealer so he can organize his work better. It 
suggests fitting maintenance jobs into a schedule 
of hourly, daily, weekly, monthly and special 
duties; it organizes opening and closing duties and 
mentions safety measures. 

The dealer is urged to make a chart, assigning 
duties to himself and his employes. 

The manual also gives the dealer tips on how 
to train his helpers. 

Book IV answers a complaint from salesmen that 
“too many of our procedures are only verbal—We 
should have them down in black and white.” It 
spells out company-dealer policies and procedures, 
setting down, for example, an 86-item checklist on 
steps involved in installing a dealer. This includes: 

e Subjects to be discussed with the dealer prior 
to installation (company policies, lease terms, fi 
nancing, etc. ) 

e Prior preparations to be made by dealer (such 
as training, credit card solicitations, uniforms, bank 
account), 

e Prior preparations to be made by salesman. 

e Every action required for “physical installa- 
tion” (outgoing dealer credit, inventories, taxes, 
escrow, products, etc.) 

Book V sets forth the step-by-step procedures 
for selecting and financing dealers. Tidewater’s re- 
cruitment plan calls for: 

e Allowing dealers to be chosen at grass roots. 
Salesman’s immediate superior—the area super- 
visor—miakes the final decision. 


e Using scientific tests to aid in screening. 
(Tests were developed by Jack Klein Associates, 
New York, to determine aptitudes, interests and 
personality of applicant.) 

e Offering a good financing program. Under 
the new financing plan a man can become a Flying 
A dealer with as little as $500 cash. He can borrow 
to complete his stock. He also can buy gasoline, 
TBA and service station equipment on credit. If he 
has a merchandise loan, however, all additional 
credit he wants, except for gasoline purchases, is 
discouraged. 

e The TBA deferred payment plan is available 
on minimum orders of $150 worth of batteries and 
$100 worth of auto supplies. It allows the dealer 
to pay in three equal monthly installments. 

e The resale equipment purchase plan makes 
it possible for a dealer to pay over a one-year 
period. 

The remaining volumes are the sales action 
books. As one district training supervisor says, 
“All the other material is indispensable, but Books 
VI and VII are the key to our sales results.” 

Book VI is the “warehouse” of sales promotion 
plans, programs, ideas and materials for the devel- 
opment of individual and collective station volume 
and profit. 

Book VII, volume 1, ties in all preceding mate- 
rial with sales-building, presents a service station 
analysis system, and teaches how to train. 

This service station analysis system is most often 
singled out as the feature that salesmen are most 
enthusiastic about. Tidewater tells its salesmen 
that with the information compiled on this form 
the salesman can: (1) offer the dealer an “extra- 
ordinary” business advisory service; (2) organize 
his time more effectively, and (3) get a better idea 
of the dealer’s needs. 

By looking at the completed business analysis 
cards, the salesman can find answers to these ques- 
tions, among others: 

e Is the dealer increasing inventory in pro- 
portion to business needs? Or is he taking as 
profit the money he should be investing in inven- 
tory? 

e What kind of records does he keep? Does 
he make up a monthly profit and loss statement? 
(A must.) 

e¢ Does his monthly profit figures include per- 
sonal withdrawals? (It should.) 

e What are his weak profit areas? 

e Does he stay open long enough and stick 
to a fixed schedule? (At a minimum he should meet 
his competition on operating hours.) 

e What are his monthly sales, broken down 
by product? How do they compare with a year 
ago? What’s happening to his gasoline—TBA ratio? 

e How much is he spending on labor—total 
amount and cost per 1,000 gal. of gasoline? 

Please turn to page 201 
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Is LPG a Good Profit 


It is for this jobber. 
Started as a sideline, 
it's booming today 


TWO YEARS AGO Morgan DeKalb 
decided to go into LP-gas as a side- 
line in his young and growing Phillips 
jobbership in Brevard County near 
Cape Canaveral, Fla. Today the side- 
line has become as big as his gasoline 
business. He’s hit 300,000 gal. on a 
really cold month, and seems headed 
for even bigger things. 

How did it happen? First, the area 
was in a boom and had only one LP- 
gas dealer. Second, DeKalb knew 
there were a lot of housing subdivi- 
sions on the drawing boards, so he 
made plans with the developers to put 
in LP-gas before the houses were built. 

“We worked right along with the 
building contractors,” says DeKalb. 

Now DeKalb supplies LPG to more 
than 1,000 homes. If the area con- 
tinues to grow as predicted, the poten- 
tial might be 10,000 homes in five 
to ten years. 

How DeKalb Operates—DeKalb 
started out by forming an affiliated 
company, DeKalb Natural Gas Co., 
and taking an associate who had 
worked for a manufactured gas firm. 
Then he talked to subdivision devel- 
opers and made the necessary con- 
tracts. 

Installation costs DeKalb $125 per 
home. Here’s how the system works: 

e Supply tanks and supply lines are 
under the house lots, not under the 
streets. All work except digging was 
done by the company’s own men. 

e One 1,000-gal. tank (buried 2-3 
ft. underground) supplies each unit of 
20 homes or less. It’s a two-stage 
regulation system with high pressure 
lines. Homes are connected to the 
tank by %-in. and %2-in. galvanized 
pipe. 

e The gas is used for heating, hot 
water and cooking. 

e Each user pays $15 deposit. Me- 
ters in each home are read once a 
month. Charges are figured on a 
sliding scale based on the amount of 
gas consumed. There is very little col- 
lection problem. 

e Supply tanks are arranged in a 
block system and filled on schedule. 
During very cold weather, radio- 
equipped service trucks make spot 
By C. E. WRIGHT 
NPN Special Correspondent 
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Iwo-way radio gives Morgan DeKalb close control over his booming LPG operation 


checks and can radio a 1,200-gal. 
supply truck in case of serious deple- 
tion. 

What About Natural Gas?—De- 
Kalb doesn’t think there'll be much 
converting to natural gas when it 
comes to peninsular Florida. The pip 
ing inside each home is sized for LP- 
gas only, and DeKalb believes the cost 
of repiping by the consumer would 
outweigh any savings there might be 
in the use of natural gas. 

For the company’s consumers out- 
side housing developments, DeKalb 
has a 24-hour telephone answering 
service seven days a week. Bulk ac- 
counts are watched closely. Says De- 
Kalb, “We couldn’t afford to let a 
restaurant run out of gas at meal- 
time.” 

All DeKalb gas users get free serv- 
ice on household gas appliances, seven 
days a week. “This is an important 
safety factor,” says DeKalb. The com 
pany employs five LP-gas men and has 
two fill trucks. 

Key to Efficient Operation— Thus 
far DeKalb has confined his LPG 
business to the southern end of 
Brevard county near his bulk plant 
He feels he’d have to build one or 
more additional plants in the north- 
ern part in order to operate there 

A key to efficient operation, DeKalb 
believes, is to keep your customers 
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close to your LP-gas supply. “The 
success of the business depends on 
making quick deliveries,” he says. 

DeKalb’s Market Area Booms 
A major reason for DeKalb’s swift 
success in LPG is the booming Cape 
Canaveral area. The Cape’s Guided 
Missile Test Center and Patrick Air 
Force Base employ about 15,000 per 
sons, excluding those employed by 
contractors in the missile program. 

Brevard county’s population was 
23,653 in the 1950 census. Today it’s 
estimated at 75,000. Telephone and 
companies predict a 
rise to about 140,000 in five years 
and to 180,000 in ten. 

The growth of the county has 
naturally helped DeKalb as an oil 
jobber, too. DeKalb started in busi- 
ness four years ago with four stations 
and today he has ten. Another will be 
completed later this year. His gasoline 
gallonage climbed from 480,000 the 
first year to 2,100,000 in 1957. De- 
Kalb sells diesel fuel and kerosine, 
too, mostly to commercial accounts 
taking a minimum of 100 gal. 

Before becoming a jobber, DeKalb 
was a test pilot and later an executive 
pilot for Phillips Petroleum Co. “I 
didn’t know a thing except airplanes 
when I went into this business,” he 
says. Today he seems to know a little 
more. ® 


electric powe! 
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HOW SERVICE SELLS CARTER 


THOROUGH COVERAGE of every car includes oil and 
battery check as well as ‘extras’ like tire testing 


DAILY PRIZES go to motorists who sign up during 
promotion, One man won his weight in silver dollars 





You be the 


Did I- 
. Greet you cheerfully 
. Clean your windshield 
. Check your oil 
. Check your battery 
. Clean your floorboards 
. Thank you 

Invite you back 


.. . If | failed to 
perform these services 
properly—please 


KEEP THE DIME 


SIX-POINT SERVICE is core of campaign. Station 
attendants who didn’t give it lost a dime per car 








Does Service Help Your Sales? 


WHEN CARTER OIL broke its “Silver Service” 
campaign at 70 Denver stations this summer, it 
pulled out all the stops. Ten days and 30,000 sil- 
ver dollars later, sales were up 24.6%. 

Carter stations sported shapely models in the 
driveways, dealers in silver caps and bow ties, a 
win-your-weight-in-silver-dollars contest, a Shetland 
pony giveaway, and daily prizes. There were rov- 
ing radio-telephone control cars, all-media splash 
advertising, a windup television program, banners, 
balloons, lollypops and you name it. 

Carter credited the promotion with raising the 
month’s sales 14% above the same month in 1957. 
Much of the gain was held in following weeks, 


reports Robert A. Chidsey, Denver division mer- 
chandising manager. 

Groundwork—The clocklike precision of the 10- 
day affair was no accident: it was planned more 
than six months in advance. Here’s how: 

e Preparations were made at regular meetings— 
at least three monthly—attended by Carl B. Yan- 
tis of Billings, Mont., merchandising manager; F. 
Van Iderstine, advertising manager; Sam Whitehill, 
Denver division sales manager, and Chidsey. 

e Six weeks before the promotion, a series of 
23 night classes was inaugurated for all dealers and 
their employes in the Denver area. Every dealer 
attended at least one class, conducted by Carter 
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HOW CARTER SELLS SERVICE 


EYE-CATCHING DISPLAY centers on island banners 
pushing “Silver Service.” Even balloons are silver 


CONTROL CARS provide 10-minute service to dealers. 
Mystery men rewarded standouts, published ‘goofs’ 





KICKOFF MEETING for dealers combines last-minut 
briefing with pep rally on eve of promotion opening 





Happy Motoring 
starts with 


Silver 
Service — 


seattle 


aS 


AD SUPPORT is heavy. Carter employed 22 billboards, 
plus radio and TV spots and two-color newspaper ads 








It Sure Does, Says Carter 


spected them. Corrective steps were taken to bring 
everything into first-class condition. 


training supervisors and marketing executives. At 
these meetings it was agreed that the promotion 
would be based on a minimum of six services. All 
dealers signed pledges to provide that minimum. 

The services were :(1) greet customer cheerfully, 
(2) clean windshield, (3) check oil, (4) check bat- 
tery, (5) clean floorboards, (6) thank the customer 
and invite him back. 

e Two days before the promotion, all dealers 
and their employes were invited to a kickoff party 
at a Denver hotel. The meeting was devoted to 
last-minute instructions and the final “pep rally.” 

e During the week before the start of the pro- 
motion, Carter officials visited all stations and in- 
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e The day after the kickoff party, teams of 
professional decorators visited all stations and in- 
stalled point-of-sale promotional material. 

The Promotion—When the Friday came to start 
the campaign, everything was ready: 

Advertising was heavy. Ten ads were run in 
Denver’s two dailies, including one full-page two- 
color ad on the opening day. Thirty-two spots 
were placed on three major television stations, 618 
on eight radio stations. Twenty-two outdoor panels 
went up. 

Stations were trimmed with silver banners and 
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(Begins on page 140) 

balloons. Tires were wrapped in silver paper. 
Dealers and their employes were outfitted in silver 
caps and silver bow ties. Women’s rest rooms were 
supplied hand lotion dispensers bearing the sticker: 
“Another Carter Silver Service.” 

Several dealers threw in promotion of their own. 
Some opened refreshment bars, played music over 
public address systems, purchased radio time and 
broadcast by remote pickup from their own stations. 

Use of silvery weather balloons over the stations 
was the only hitch in the promotion. Says Chidsey, 
“The next time we won't use the balloons, They 
were too much trouble. The cool morning temper- 
atures and hot daytime temperatures caused us 
real headaches. If you put in enough gas to raise 
them in the morning, by noon they had expanded 
and broken.” 

Daily and grand prizes were awarded by draw- 
ing registration cards, which customers signed at 
stations during the promotion. 

Grand prize was a 17-day trip to Miami Beach 
and the silver sands of the Caribbean, plus the 
winner’s weight in silver dollars. For the kids there 
was a Shetland pony and cart. 

Daily prizes included rifles, revolvers, wrist 
watches, luggage, silver coffee and tea service, 
broilers, golf clubs, cameras, dishes and clothing. 
The winner took his choice. 

More than 105,000 cards were signed by adults; 
more than 40,000 children registered for the pony. 

Model agency girls were hired on weekends to 
pass out registration cards, along with credit card 
applications, balloons and lollypops. 

The models, most attired in blouses and short 
skirts, wore “silver service” caps. They had been 
given two evenings of instruction on the promotion. 
Some dealers employed the models week days. 

Silver dollars were given as change at all sta- 
tions. (The U. S. National Bank of Denver washed 
and burnished 30,000 silver dollars for this pur- 
pose.) Change for the first $5 of a purchase was 
made in silver dollars, the remainder in regular bills. 

Climax of the campaign was a 15-minute tele- 
vision program for awarding daily and grand prizes. 
Winner of the trip and silver dollars was a soft 
drink salesman, 155-pound Bill Wyly, 38. He 
collected $2,656—about $17 a pound. Two models 
shoveled silver dollars on the scales. Carter had 
9,000 coins at the TV station for weighing. 


How Carter Made It Click 

To help assure performance of the six key ser- 
vices, a “dime card” was used. This was a paste- 
board card with a recess for a dime (picture, page 
140). The card told the customer what the services 
were, said that if the attendant failed to perform 
them properly, the customer could keep the dime. 

Since the dime came from the attendant’s pocket, 
the card was highly effective, Chidsey said. 


“There were only a few customers, less than a 
dozen, who kept the card,” he reported. 

A control system was set up to coordinate the 
promotion and assure all dealers would be supplied 
with promotional material, silver dollars, balloons, 
lollypops. 

The control center was located in a hotel suite. 
Two private telephones were installed to avoid 
swamping Carter’s regular switchboard and to pro- 
vide faster service. The center was staffed from 
7 am. to 10 p.m. daily by marketing employes 
from the local division office. Two slept at the suite. 

Four cars equipped with radio-telephones were 
assigned to designated sections of the city. Twelve 
salesmen staffed the cars from 7:30 a.m. to 10 p.m. 
Chidsey says the control system provided 10-minute 
service to any station in the area. 

The center also directed the daily prize draw- 
ings. Each day it drew the number of one of the 
70 stations. The dealer at that station then picked 
the winner from the registration cards he had. The 
grand prize winner was drawn from all cards. 

Carter kept tabs on station performance with 
20 “mystery shoppers” hired through an agency. 
The shoppers were supplied with silver dollars to 
pay off dealers and attendants who gave service 
beyond the basic six. For each extra service, the 
attendant got $1.50. Highest payoff was $7.50, 
received by several dealers. Additional services in- 
included such things as washing all windows, emp- 
tying ash trays, checking trunk tire, wiping steer- 
ing wheel, cleaning battery cables, wiping dash- 
board, greasing door jamb. 

To let all dealers know who was carrying and 
who was dropping the ball, Carter circulated daily 
mimeographed letters: one a “service bulletin” and 
the other a “goof sheet.” 

Winners of silver dollars for extra service were 
cited in the service bulletin. The “goof sheet” 
listed stations where mystery shoppers got no extra 
service. 

“The goof sheet was the most effective,” Chid- 
sey says. “All dealers seemed to be anxious not to 
have their station listed. That concerned them 
more than getting on the list of money winners.” 


How the Campaign Paid Off 


Dealers were unanimous in reporting plus sales 
during the promotion. All were polled. 

Dollar sales at individual stations increased as 
much as 50%. The lowest increase was 5%. 

TBA sales ran slightly above the 24.6% gain. 
One dealer sold 48 tires—tops for that item. 

Chidsey says out-of-pocket cost was slightly more 
than $50,000. This includes everything but time 
and salaries of Carter’s regular staff. 

“We feel the cost was more than justified,” says 
Chidsey. “Not only because of the increase in sales 
but for the big contribution it made to morale of 
the dealers and their employes.” a 
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sive new superfuel for cars 


*Why JX BORON Cones No Move Than “Ordinary” Gandive 


Rocket and missile tie-in theme, plus .. . 


Selling in the 


GASOLINE, that prosaic old motor fuel, is getting 
a boost from jets, rockets and missiles. 

Standard of Ohio, Richfield of California and 
D-X Sunray are zooming along on a tie-in between 
their Boron gasoline additive and the excitement 
over space programs. Boron is a component of 
missile fuels. 

D-X premium gasoline sales have broken all 
company records since Boron was introduced in 
July 1957. Premium sales the first four months of 
1958 were 17.8% over last year. In May, D-X 
smashed the record for total gasoline sales for the 
third time in a year. In December 1957, the com- 
pany set a new all-product sales record, only to 
break the record again in January. 

The D-X spurt comes in the midst of a general 
slowdown. Industry sales in D-X’s territory in 
January were down 4.7% from last year, says D-X. 

Boron Boom—The additive is the most impor- 
tant factor in D-X’s sales gain. Other Boron-using 
companies report similar results. 

Sohio says its premium sales jumped 62% in the 
first year of Boron marketing three years ago. Sales 
in 1957 were still picking up, although less rapidly. 

Richfield says its premium ratio was declining 
for four months prior to Boron’s bow in May, 1957. 
The decline halted immediately and after one 
month the ratio started climbing again. Richfield’s 
current ad budget is up 15% from last year. 

Richfield is giving away a plastic “earth moon” 
complete with radio antenna and launching tube. 

Non-Boron companies tie into the space theme 
too. Amoco is giving away maps of outer space and 
Signal is handing out “space pioneer” T-shirts. 

Aggressive Advertising—“Our advertising ap- 
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Economy pitch, shows how D-X Sunray is... 


pace Age 


proach has been nearly as important as Boron it- 
self,” says R. W. McDowell, D-X president. 

D-X is using some brand-new media—and some 
new twists in old media. A series of half-page two- 
color ads in Life plugs motor oil. (It's D-X’s entry 
into national consumer magazines. Pure Oil, an- 
other big regional marketer, has a continuing cor- 
porate series in the Saturday Evening Post.) 

Humorous billboards (see above) play on the 
economy theme; D-X has heretofore been a 
straight-faced outdoor advertiser. Big red arrows 
attached to pole signs lead motorists into stations 
The arrows also appear in newspaper ads (see 
above). 

The company’s farm information center program 
(NPN—June, p1l45) is being expanded to 11 
magazines and newspapers. D-X reports it’s already 
reaped a harvest of 35,000 requests from farmers 
for information from this campaign. 

This fall D-X launches a half-hour weekly drama 
show in 44 markets. Commercials will tie into the 
space theme using filmclips from Air Force films 

Will the Rise Continue?——“We've had nice in- 
creases every month since Boron was introduced,” 
says L. S. McCaslin, assistant ad manager. “We 
see no reason for a decline.” 


“We're blessed in having a product which catches 
the public fancy,” says president McDowell. “The 
use of Boron as a rocket and missile fuel permits 
us to get out of the ‘alphabet’ race and to offer 
the public an exotic new product 


“But we feel, even more importantly, the prod 
This confi 
dence has made aggressive salesmen out of every 
person in our 14-state marketing territory.” s 


uct has proved itself to the customer 





Keep your auto lifts at peak efficiency with 


IMMEDIAT 


E DELIVERY OF 





Want to get the most out of your 
service station lifts? Then use only genuine Rotary parts 
and accessories always available for immediate 
delivery through our nationwide service organization. 
Like the famous Rotary Automotive Lifts, Rotary parts 


USE THESE GENUINE 





AIR VALVE... 


designed exclusively 
for auto lift use 


Here’s a valve that will give years 
and years of superior service. Big 
cylindrical strainers in both intake and exhaust ports 
catch foreign matter in the air line, preventing dam- 
age to valve seats. Easy to dismantle without breaking 
piping. “O” Ring stem seals eliminate binding com- 
mon with old-fashioned string packing. Easy to oper- 
ate and clean. 


EXHAUST MUFFLER... 

ends ear-splitting noises 

This muffler is scientifically designed 
to silence exhaust blast when lift is 


lowered and is built to last for 





many years. Saves the cost of expen- 
sive piping from the exhaust valve to an outside point 
or drain. Easily attached to any air valve 


SPOTTING DISH... 
for faster 

car spotting over 
frame-type lifts 


New two-position dish 
makes it easier to spot any 





car accurately over a 
frame-type lift. With new “X” 


or unitized bodies precise fore-and-aft spotting is ex- 


frames and frameless 


tremely important and this accessory makes it pos- 
sible. Only one dish required per lift, easily lagged to 
lube bay floor in present bolt holes 





and accessories are designed and manufactured for long 
life and superior performance. Many of these devices can 
be used on lifts made by any manufacturer, increasing 
versatility, safety and convenience. For complete infor- 
mation contact your franchised Rotary Parts Depot. 


2154 PARTS AND ACCESSORIES 


SWIVEL ADAPTERS... 
equip frame type lifts 





to handle any make car 


Sliding, rotating adapters increase pick-up range of 

frame type lifts, handle “X” frames and frameless 

bodies as well as small foreign cars. End pads cush- 

ioned with Buna rubber grip frame securely 

prevent damage. Available for all Rotary Frame 

Lifts and some frame lifts by other manufacturers. 
y 





AUTOMATIC RAMP CHOCK ... 

for loading Roll-On Lifts from either end 
To enjoy the added convenience of a Rotary Roll-On 
Lift that can be loaded from either end, replace the 
permanent wheel stops with Rotary Automatic Ramp 
Chocks. Dual springs positively insure locking of 
chocks. Wide rollers and rounded ramp ends prevent 
damage to lift bay floor. 


HYDRA-SEAL ... 
eliminates 
packing troubles 





This one-piece molded seal replaces old-fashioned lift 
packing and provides much smoother, more depend- 
able lift operation. Eliminates oil leaks and reduces 
friction on plunger. Never requires adjustment 

lasts for years without replacement. 


OTHER USEFUL ACCESSORIES BY ROTARY 
Oil control valves, non-rotators, safety legs, Free-Wheel 
Lift axle supports. Write for complete information. 





THESE COMPANIES CARRY A COMPLETE STOCK OF PARTS AND ACCESSORIES FOR ROTARY LIFTS 


ALABAMA—Birmingham 
Pump Shop, In« 


ALABAMA— Mobile 


McKinney Petr. Pump & Tank Co 


ARIZONA—Phoenix 
Shields, Harper & Co 
ARKANSAS—Little Rock 
Nichols Equipment Co 
CALIFORNIA—Los Angeles 
Shields, Harper & Co 
CALIFORNIA— Oakland 
Shields, Harper & Co. 
COLORADO—Denver 
J-8 Equipment Service Co 
CONNECTICUT—East Hartford 
Bervic Supply Co 
DELAWARE—Harrington 
Callis-Thompson, Inc 
D. C.—Washington 
L. A. Fritter & Son 
FLORIDA—Jacksonville 


Petroleum Engineering Co., Inc 


FLORIDA— Miami 
Monroe Equipment Co 


FLORIDA—Tampa 
Petroleum Equip. Service Co 


GEORGIA—Atlanta 

Equipment Sales Co., Inc 
ILLINOIS—Chicago 

Peter J. Hartmann Co 
INDIANA—Indianapolis 

Service Station Service 
1OWA—Des Moines 

Gibson Pump & Equip. Co 
KANSAS— Wichita 

Service Station Supply, In 
KENTUCKY —Levisville 

C. L. McBride Co., Inc 
LOUISIANA—New Orleans 

Mooney Equipment Co 
LOUISIANA—Shreveport 

Caddo Oil Equipment Co 
MASSACHUSETTS—Boston 

New England Petroleum 

Equipment Co 

MICHIGAN—Detroit 

Guaranteed Sales & Serv 
MICHIGAN— Milford 

Oscar W. Larson Co 
MINNESOTA—Minneapolis 

Price-Wanner Co 
MISSISSIPPI— Jackson 

Whit’s Oil Equipment Co 


are located in every major metropolitan area 


MISSOURI—Kansas City 

A. Y. McDonald Mfg. Co 
MISSOURI—St. Louis 

Neumayer Equipment Co 
NEBRASKA—Omaha 

Petroleum Equip. & Ser. Co 
NEW JERSEY—Newark 

Oil Trades Supply Co 
NEW YORK—Buffalo 

Niagara Tank & Pump Co 
NEW YORK—Jamaica 

Garage Equipment Maint. Co 
NEW YORK—Syracuse 

Walco Equipment Co 
NORTH CAROLINA— Wilson 

Braswell Equipment Co 
NORTH DAKOTA—Fargo 

Fargo Foundry Co 
OHIO—Columbus 

George M. Hanna Co 
OHIO—Toledo 

Neff Equipment Co 
OKLAHOMA—Oklahoma City 

Holt Pump and Supply Co 
OKLAHOMA—Tulsa 

Kelleher Equipment Co 
OREGON—Portland 

Shields, Harper & Co 


CANADA ... Rotary Lift Co. of Canada, Ltd., Chatham, Ontario 


Rotary Parts and Accessories Depots 












PENNSYLVANIA— Philadelphia 
John Connelly 
PENNSYLVANIA—Pittsburgh 
John F. Young Co. 
$O. CAROLINA—Spartanburg 
Oilmen’s Equipment Corp 
TENNESSEE—Chattanooga 
Estes Pump Sales & Serv 
TENNESSEE—Knoxville 
R. B. M. Company, Inc 
TENNESSEE— Memphis 
The Southern Co., 
TENNESSEE—Nashville 
Petroleum Equipment Co 
TEXAS—Dallas 
Vogel-Swygard Associates 
TEXAS—Houston 
White-Tucker Co 
TEXAS—-San Antonio 
San Antonio Equipment Co 
UTAH—Salt Lake City 
The Lang Co 
VIRGINIA—Richmond 
W. B. Goode Co 
W ASHINGTON—Seattle 
Shields, Harper & Co 
WISCONSIN—Milwaukee 
Autoquip Corp 


Inc 
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ROLL-ON 





ROTARY AUTO LIFTS 


TWO-PLUNGER FRAME PICK-UP 


Write for Catalogs 


- ae ae a ae 


FRAME PICK-UP 


FREE WHEEL 


ROTARY LIFT CO., Division of Dover Corporation, Memphis 2, Tenn 


First name in oil-hydraulic auto lifts—passenger and freight elevators—industrial lifting devices. 


MECHANICS’ 
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TRUCK AND BUS 


Chatham, Ontario 



























No. 93-U 
Extractor Type 
VERTICAL CHECK 
VALVE 


Re 


NEW! ‘“‘Unencumbered” “‘Easi- 
er to remove’’ Spring Assem- 
bly. NEW! Improved wing-guide 
steers the poppet to a positive 
leakproof seal. 


OPW’S 
CHECK 
VALVES 
Hold Prime! 


No ordinary group of valves, 
these OPW Check Valves have 
been specifically designed, 
ground and lapped for gaso- 
line service. They are 100% 
tested to effectively and relia- 
bly do.a particular job... hold 
prime. 

These are but a few of OPW's 
prime holders. Write for new 
Bulletin F-24 describing other 
types. 





/ : No. 175 Horizontal 
| No. 86 Single Check Valve 
Foot Valve 





No. 14 Single 
Poppet Angle 
Check Valve 





No. 42 Double 
Poppeted Angle 
Check Valve 





OPW CORPORATION 
2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 

Kirby 1-5400 











Merchandising 








Anything to Prove a Point 


Having been clocked at 62 in a 30-mph zone, Chemcoa salesman Bob 
Briggs suffers the usual consequences. Moral: No man is above the law, 
even if he sells Jet-Power Motor Oil Additive out of a 1910 Cadillac Road- 
ster, like Briggs. Scene took place in Houston, Briggs’ base. 


Memos for Merchandising Men.. . 





e Leonard Refineries is cashing in 
on the boating boom, without short- 
changing the auto market. Leonard’s 
introducing two new “multi-purpose 
A&M fuels.” They’re designed to ac- 
commodate “the smallest outboard 
motor, as well as the most powerful 
automobile and marine engines.” 


e Speaking of sidelines, Union Oil 
dealers have a new one—sporting 
goods. They’re selling a dozen items 
ranging from swim fins to badminton 
sets at discount prices. Three golf balls 
(retail $2.50) go for $1.25 at the sta- 
tion. The only requirement is that the 
customer buy gasoline too. 

The sideline supports Union’s “76 
Sports Club,” a weekly half-hour TV 
show. Dealers have signed up 450,000 
West Coast kids for the club, which 
also distributes free booklets and holds 
sports clinics. 


e Trouble, trouble. When an oil 
company recently wrote an NPN 
editor to ask why he hadn't been us- 
ing his credit card, the editor replied 
that the branded station near him was 
dirty and the service lousy. The com- 
pany wrote back that “the dealer is 
an independent merchant and we can- 
not exercise any control over his op- 
eration.” There was a hopeful note 
for all but the offending dealer: “we 
hope to improve our representation in 
your town in the very near future.” 


e Could this be a new sideline? 
An Australian dealer uses gasoline to 
ease wasp stings. Pain reportedly van- 
ished immediately after application in 
several cases in one family. The old- 
time “rock oil” medicine man may 
not have been such a charlatan after 


all. 


e Cheers this month for dealers, 
jobbers and suppliers who give litter 
bags to customers. As a customer serv- 
ice, this is a real money-making idea. 
As a community service, it’s a bonus 
for everyone who wants clean high- 
ways and green countrysides. 


e Plastic credit card-imprinter sys- 
tems keep growing. Latest converts 
are Ashland Oil and Signal Oil. Here’s 
one reason why they're’ popular: 
Standard of Indiana, one of the first 
users, reports a 20% increase in the 


number of cards issued since install- 
ing imprinters. 





“It works all right until 5:30. Then 
this happens” 
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THE RIGHT FUEL AT THE RIGHT PRICE 
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Here's the pump that lets you go after 100% of the market. Makes a two product station into 
a multi-grade location—blends up to nine grades right at the island from only two storage 
tanks. Assures marketing flexibility for all fuel requirements of any cars now and in the future. 
Protects your equipment investment against obsolesence. Reduces storage, transportation and 
manufacturing costs. 


It is easy to operate. Just turn selector lever and operator can deliver one of nine grades 
from Regular to Super High Octane. Lever automatically sets blend, price and computer 
to indicate total sales. The Wayne Blend-O-Matic offers you a new business builder 
+ ++ @ maximum profit producer with a minimum investment. Here’s a new method of 
merchandising your products with a minimum investment! 





Get the full particulars! Write for folder to The Wayne Pump Company, Division of 
Symington Wayne Corporation, Salisbury, Maryland. 








SUPER HIGH OCTANE 














Stations 


One Jobber's 


Dream Station 


For $55,000, Jim Herriott and his 
partners got split-level design, 
all kinds of efficiency gimmicks, 
even a mural in the ladies’ room 


ACROSS THE STREET from the Big Ten Inn, 
a popular University of Iowa eating spot, is Jim 
Herriott’s dream station — complete with hand- 
painted mural in the ladies’ room, cowboy motif 
in the men’s, a one-way mirror-window in the 
office overlooking the driveway, a special exhaust 
disposal system, and numerous other twists. 

Along with Dean Jones, his partner in an Iowa 
City Texaco jobbership, and dealer Jim Cannon, 
Herriott began acquiring land from the Big Ten 
Inn early in 1957. Construction began in the fall 
and the unit opened late in the year. Total cost: 
about $55,000. 

Gallonage is currently running around 12,000 
a month, but the three partners look for 20,000 
eventually. They expect heavy traffic in service 
work to add substantially to profits. 

Here are the station’s notable features: 

Stress is on space and visibility. The concrete 
driveway has 157-ft. frontage, is laid out to mini- 
mize traffic obstruction. Islands have covered ducts 
to simplify piping changes and permit easy access 
for electrical work. Pole lighting (engineered by 
the local utility) provides equal distribution of light 
on the driveway. All parts of the driveway can be 
seen from a 45”x21” window in the pylon. 

The station has an upper level for general service 
and parking, a lower one for lube, wash and addi- 
tional parking. Upstairs there’s no door between 
sales and service areas; vision is also aided by the 
11”x7” mirrow-window in the office. 

Materials and styling fit modern trends in homes 
and buildings, says Herriott. Construction is of 
stucco-covered concrete blocks, with the main floor 
of Double-T, pre-stressed prefab concrete. Roman 


ken ‘ets 


coeetrias 


brick is used for the trim, pylon, and rear walls of 
office and lounge. Window ledges are wide for 
deep displays and the glass is tilted, with an over- 
hang designed to protect the glass from direct rays 
of the sun. 

Lighting is fluorescent, with slimline units in 
bays and lower floor work areas. Vinyl tile is 
used on the floors, acoustic on the ceilings. Con- 
crete in the bay areas is dyed green to match the 
vinyl. 

Service rooms accent efficiency. Plenty of space 
is provided between bays, and a service door be- 
tween overheads allows attendants to get to the 
driveway fast. An electrical conduit on the bay wall 
lets them plug in equipment wherever they are. 

Back of the bay area is completely covered with 
enclosed storage shelves. Shelf top is used as a 
workbench; pegboard on the wall holds tools. 

A gravity oil drain funnels oil from upper level 
bays to a 1,000-gal. underground tank outside. An 
unusual fan-driven exhaust piping system can 
evacuate twin exhausts from both bays. 

On the lower level are an air compressor, piping 
for lube equipment, a gas-fired hot water heater 
and an Iron Fireman furnace. (Because of the 
space to be heated, furnace costs have run ahead 
of estimates.) 

The unique restroom mural was painted by a 
college student for $25. It depicts Iowa City scenes 
with the university in the foreground. The ladies’ 
room also features urinals, which Herriott says are 
“new to this part of the country, but women like 
them better. . .” The men’s room is wallpapered 
in a cowboy motif. Both rooms have plastic floors 
and acoustic ceilings. a 


SPACIOUS DRIVEWAY is laid out to minimize obstruction 
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TWO-LEVEL DESIGN doubles 
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EXHAUST REMOVAL is done by fan-driven syste 
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Du Pont FOA-2 is added to residual fuel as it's pumped into sludge-ridden tank. 


$20 worth of FOA-2 saved $800 desludging job 
-..-and with no downtime 


A power plant serving two industrial 
laboratories burns between 1,000 and 
1,500 gallons of residual fuel, daily, from 
a 50,000-gallon tank. 

Recently, it was discovered that six 
inches of sludge had accumulated in the 
bottom of the tank. Constant temperature 
had to be maintained in the laboratories, 
so a tank-cleaning firm was called in. 
They gave a firm estimate of $800 for 


This is the powerhouse that had to maintain serv- 
ice, so that essential temperature control, in the 


laboratories it served, could also be maintained, 


150 


cleaning the tank mechanically. Consid- 
erable downtime would be required. 

Looking for an alternative, the power 
superintendent decided to try using 
Du Pont Fuel Oil Additive No. 2 to break 
down the sludge. After one week of op- 
eration, during which only $20 worth of 
FOA-2 was used, no sludge could be de- 
tected. Moreover, there was no down- 
time. The tank was in use all during the 
clean-up period. Boiler room operations 
were completely trouble-free throughout 
the time the sludge was being dispersed 
and burned with the oil. 

In addition to sludge removal, preven- 
tion of sludge is an improvement FOA-2 
gives residual fuels. It is an excellent 


stabilizer, solubilizer, and dispersant. 

Being nonmetallic, the additive burns 
with the fuel, leaving neither ash nor 
other residue. Refiners as well as their 
customers profit from the use of FOA-2, 
because it helps to stabilize all forms of 
distillate fuel oils, as well as residual fuel. 
These include blends such as catalytic- 
cracked stocks combined with straight- 
run products, 

Your DuPont representative can give 
you further details. Or write for a copy 
of our comprehensive 24-page FOA-2 
book. It contains complete technical and 
experimental data. E. I. DU PONT DENE- 
MOURS & Co. (INC.), Petroleum Chemi- 
cals Division, Wilmington 98, Delaware. 


Tetraethyl Lead 
and other 
Petroleum Additives 


AES. u. 5. pat. OFF 


Better Things for Better Living 
«+» through Chemistry 
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Automotive 


Watching for spies .. . 


Burning secret papers .. . 


These men are in the deadly serious business of .. . 





Guarding Detroit's New Cars 


WHERE YOU HAVE SECRETS, you have spies. 
Detroit is no exception. 

The secrets are the new and future car styles of 
Ford, General Motors, Chrysler and the Little Two. 
Each company knows the other is trying to find out 
all it can. The result: a security system to rival the 
Kremlin’s. And spies, spies, everywhere. It’s a 
cloak and dagger deal all round. 

Unless you’re one of a select few, you'll never 
see the restricted areas of styling studios. Getting 
into the styling center is tough enough. Here’s what 
you have to do: 

e Enter the main gate and be screened. 

e Sign a register. 

e Get an identification card entitling you to 
visit One person or one section of plant. 

e Be escorted there personally. 

e Be escorted personally back. 

e Turn in your J.D. card. 

No side trips allowed. Under escort you may 
pass a number of doors guarded by uniformed 
security men. You may see sections with frosted 
windows and locked doors—the inner sanctums. 

All locks on the styling center are assembled 
within the buildings and can be changed within an 
hour. All keys are cut by members of the styling 
center security force. 

Employes are observed, too. They wear visible 
badges made inside the building. Each badge shows 
a picture of the worker, and the badge’s color tells 
what area he is authorized to enter. 

An effort is made to control “loose tongues”. It’s 
pretty difficult, and there’s almost always an alien 
ear around when the beans are spilled. 

Discarded secret or restricted material is thrown 
into locked wastebaskets and burned under security 
supervision (see picture above). 


When model cars are to be scrapped, a member 
of the security force goes along and watches while 
they’re demolished by a bulldozer. 

Ford’s styling center is isolated with all but a 
moat. It’s set back 200 yards from the street. Open 
lawns make it virtually impossible to approach the 
building without detection. 

Some top secret wings are kept locked all the 
time. Others are sometimes unlocked but a secre- 
tary is stationed at the door to screen anyone enter- 
ing. When doors are left open, sight baffles are put 
up to prevent any glimpse inside. 

Backing up the on-the-spot precautions are se- 
curity police with high-powered telescopes (see pic- 
ture above). These guards scan not only outside 
areas but also nearby company buildings. 

The security measures of the other auto makers 
are comparable. 

With all these precautions, you'd think there'd 
hardly ever be a leak. But there are—lots of them 

Generally speaking, every automotive company 
has its own espionage system—the details of which 
are better-kept secrets than the styling studios them 
selves. The companies don’t usually employ outside 
hawkshaws; they have their own methods of getting 
data, papers, blueprints, photos and other mate 
rial. A free-lance spy trying to sell information 
usually gets the cold shoulder. 

Invariably, whatever the system, it’s effective 
Almost without exception, each manufacture: 
knows what his competitor is doing. 

Proving grounds are especially vulnerable to es 
pionage; every proving ground can be spied on 
from the air. Of course, the new car shell is often 
doctored up. 


Another kind of spy is the reporter. Amid all 


this cloak and dagger espionage, he | CENSORED | 
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How Rockwell Remote Registration 
Can Speed Your Loading 


Automatic metering system permits complete tank 
truck servicing and accounting in little more than 
actual loading time. 


Tank trucks serviced from bulk stations fitted with Rockwell 
Remote Registration Systems literally drive in, fill up and 
pull out. Everything’s automatic from the time the driver 
enters an assigned bay, until he pockets his delivery ticket, 
dispatched via pneumatic tube from the station tower. 

Automatic metering with Rockwell Remote Registration is 
the heart of this streamlined procedure. Each Rotocycle meter 
in the loading bays is fitted with a transmitting register elec- 
trically connected to its corresponding printing register in the 
control tower. Gallonage measured by the meter is duplicated 
on the remote register’s printing head and the total is im- 
printed on an inserted ticket. The original ticket goes to the 
driver. Duplicate tickets are used for billing as well as for 
stock control, and for tax verification purposes. 

In addition to saving time, the Rockwell Remote Registra- 
tion System guards your plant’s security. Get full facts by 
writing Rockwell Manufacturing Company, Pittsburgh 8, Pa. 
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Rockwell Rotocycle meter in loading bay dispatches its measurement to 
corresponding printing register in control tower. Register atop meter is 
for check purposes. 





Rockwell automatic printing registers, 
selsyn-connected to Rockwell Rotocycle 
meters in the bays speed deliveries, 
simplify accounting. 


Latest model Rockwell. air eliminators and strainers assure smooth func- 
tioning accurate measurement. 


REMOTE REGISTRATION SYSTEMS 


another fine product by 


ROCKWELL 
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Transportation 


How Direct Delivery Can Pay Off 





JOBBER GLEN NELSON SAYS: 


e "One transport saves three hours of a 


man's time daily" 


e "A 1,200-gal. truck means four trips to the 
plant to deliver as much as a 4,000-gal. 


rig handles in one trip" 


GLEN F. NELSON, Cities Service 
jobber in Fargo, N. D., has been 
delivering gasoline and heating oil 
direct since he set up Pioneer Oil & 
Coal Co. in 1949. 

Bob Tallman, whose Tallman Oil 
Co. has been handling Phillips prod- 
ucts in the same city since 1950, 
began to bypass his bulk plant on 
gasoline deliveries four years ago. 
Last October he began direct on heat- 
ing oil. 

Both men knew what direct deliv- 
ery could mean to their profits, and 
they wanted to take advantage of the 
Great Lakes pipeline terminal in near- 
by West Fargo. 

Nelson was a dealer and consignee 
before becoming a Conoco jobber in 
1946, and had watched majors get- 
ting interested in direct deliveries. 
“I knew about their thinking,” Nelson 
Says. 

“The Great Lakes pipeline terminal 
in West Fargo is about two miles 
from my bulk plant,” Nelson says, 
“and I wanted to take advantage of 
that.” He had the money to invest in 
transports. 

Tallman was in a different position. 
He was a novice jobber. “I had to 
wait until I could afford my own 
transports,” he says. “I figured direct 
deliveries would save me money 
when I reached 1-million gal. volume 
a year in gasoline or heating oil.” 
When volume did hit that mark, 
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JOBBER BOB TALLMAN SAYS: 


e@ "We've cut all losses due to handling and 


° ai 
evaporation 


e "With direct delivery we save at least 0.8¢ 
a gal. on gasoline and a little less than 


that on heating oil" 


Tallman could afford transports. Until 
then, he used for-hire carriers to sup- 
ply his bulk plant in Moorhead, Minn., 
about five miles from the terminal. 
This plant was supplied on a key-stop 
plan. 


How the Savings Come 

Nelson likes the time saved by direct 
deliveries. He has one 7,000-gal. 
semitrailer on gasoline, and two 
others—4,000-gal. and a 3,700-gal. 

delivering heating oil. 

Loading at the terminal saves close 
to an hour, Nelson figures. Loading 
speed at this plant is 90 gpm, plus in 
and out time. With transports at the 
terminal instead of smaller straight 
jobs out of his plant, Nelson estimates 
he’s saving 30 minutes it would take 
to get the smaller capacity trucks 
back on their routes. 

“With a 4,000-gal. semi,” Nelson 
adds, “I save three trips a day over 
a 1,200-gal. straight job.” 

Nelson says his labor comes to 
about $1.60 per hour, plus truck time. 
“One truck on direct delivery,” he 
says, “saves me at least three hours 
of a man’s time a day.” With three 
transports on direct operations, the 
savings add up. 

Nelson sees these additional bene- 
fits from direct delivery: (1) less wear 
and tear on trucks by cutting out a 
lot of non-productive driving; (2) less 
wear and tear on the bulk plant; (3) 


NATIONAL 


less frequent exposure to traffic haz- 
ards in city driving. 

Tallman also saves time, but he 
translates the saving into a lower 
delivery cost per gal. “We know,” 
he says, “we save a minimum of 0.8¢ 
gal. on gasoline. It’s not quite that 
big on heating oil.” 

Using a 4,100-gal. semi on gaso- 
line deliveries, Tallman says, delivery 
now costs 0.3¢ gal. When he hauled 
out of his plant in two 1,200-gal. 
jobs, the delivery cost was 1.1¢ gal. 

And since last October, when he 
put a 3,100-gal. semi on direct de- 
liveries of heating oil, he’s saving 
about 0.6¢ gal.; it costs about 0.4¢ 
gal. now. 

lallman’s figures include driver sal- 
ary, fuel, license and truck repairs. 
They don’t include insurance, depre- 
ciation and truck dispatching ex- 
pense. 

Tallman says he went to direct de- 
livery on heating oil as soon as he 
had the volume, because he was so 
impressed with the savings on direct 
gasoline deliveries. “I decided to see 
if we could make the same kind of 
saving we made on gasoline,” he says. 
“We had a choice of adding a third 
tank wagon (1,200-gal. capacity) or 
changing our entire operation, be- 
cause our heating oil volume grew so 
big that two small trucks could no 
longer handle it.” 

Another “plus” Tallman sees in di- 
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For the Jobber 


rect deliveries: the elimination of 
evaporation losses at his Moorhead 
bulk plant. “We had a loss of about 
one-half of 1% a year,” he says. 
“That’s about 5,000 gal. in a million.” 
(Tallman’s gasoline gallonage runs 
about 2.5-million a year. Total gallon- 
age is over 3.5-million a year.) 

Ordinarily, swinging over to trans- 
port from small trucks would mean 
fewer trucks to operate, and therefore 
additional savings. But Tallman had 
expansion plans and didn’t lay up any 
of his three smaller 1,200-gal. trucks 
when he went to direct deliveries. He 
kept one for heating oil deliveries in 
the Fargo-Moorhead area. With the 
other two he expanded into the 
country. 

After Tallman bypassed his bulk 
plant on gasoline, he expanded to 
Georgetown, Minn., 15 miles north 
of his Fargo-Moorhead terminal. He 
built a bulk plant there and uses one 
of the 1,200-gal. trucks to supply 
accounts in the area. 

Last October Tallman swung to 
direct deliveries on oil, and three 
months later expanded 26 miles east 
to Hawley, Minn. He uses the other 
truck in that area. 


Station Storage Counts 

Both Fargo jobbers see the value 
of large station storage as part of di- 
rect delivery operations. Both have 
put in larger capacities in the stations 
they’ve built since setting up shop in 
Fargo. 

Nelson hasn’t been able to get large 
storage in all his outlets. Two stations 
he leases from private parties still 
have small storage: two 500-gal. tanks 
and one 1,000-gal. tank. “They are 
small stations in residential areas and 
the owners do not seem to want to 
increase the station capacity,” Nel- 
son says. 

Nelson serves five other stations 
that Cities Service leases to dealers. 
They had small storage but are being 
changed over by Cities. “Soon,” adds 
Nelson, “all of them will have two 
4,000-gal. tanks and a _ 3,000-gal. 
tank.” 

Iwo of his own four stations each 
have 13,000-gal. capacities, in three 
4,000-gal. tanks and one 1,000-gal. 
tank. “That 1,000-gal. tank,” Nelson 
says, “is set for any new fuel that 
comes along.” At his third station, 
Nelson put in 12,000-gal., in three 
4,000-gal. tanks. At another of his 
stations, Nelson increased storage by 
putting in two 4,000-gal. tanks and 


a 3,000-gal. tank. Future Nelson- 
built stations will have large tankage, 
too. 

Tallman, starting out in 1950, had 
two outlets and now has seven, of 
which six are his own. “I went in for 
large tankage right from the start be- 
cause I wanted to go to direct de- 
livery as soon as I got my volume 
up,” he says. Tallman generally puts 
in either 14,000 or 16,000-gal. storage 
at his own stations: either two 4,000- 
gal. tanks and one 6,000-gal. tank or 
two 6,000-gal. tanks and one 4,000- 
gal. tank. 


Bulk Plants Count, Too 

Direct deliveries of gasoline and 
heating oil haven’t put either jobber’s 
bulk plants on the sideline. 

Nelson estimates 21% of his gaso- 
line volume and 40% of his fuel oil 
volume still pass through his 194,000- 
gal. plant. 

Some of the gasoline there is for 
stations with small tank capacities, but 
most is for commercial consumer 
accounts. 

Most fuel oil at the plant is No. 4. 
“I can’t get that over the pipeline,” 
Nelson says, “so I have to transport 
if from Minneapolis.” 

Some of it is light oil. Nelson still 
uses a 1,200-gal. truck for some city 
deliveries. He can’t bypass his plant 
with that size truck. “I have to have 
at least a 2,500-gal. capacity truck to 
haul from the terminal,” he says. 

Nelson’s plant capacity breaks down 
to 35,000 gal. for regular gasoline, 
24,000 gal. for premium, 52,000 gal 
each for No. 1 and No. 2 oil, and 
30,000 gal. for No. 4 oil. 

Tallman, on the other hand, uses 
his 90,000-gal. plant for about 10% 
of his gasoline volume. As with Nel- 
son, most of it goes to commercial 
accounts. 

Tallman still uses his 
storing kerosine, low-octane white 
gasoline for low-compression farm 
tractors, diesel fuel and aviation gaso- 
line. 

“A lot of this comes in by trans- 
port from Minneapolis,” Tallman says, 
“and some of it comes in by tank car.” 
lhe aviation gasoline is used by four 
flying farmer accounts 

Fallman’s plant has _ 15,000-gal 
storage capacity for regular and pre- 
mium gasoline and No. | oil; 18,000 
gal. for No. 2; 15,000 gal. for diesel 
fuel, and 3,000-gal. each for kerosine, 
low-octane gasoline and _ aviation 
gasoline. ad 


plant for 
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Memos for Transport Men 





e You make a mistake by using a 
hose to fill truck radiators, says John 
A. Hassey, New England fleet man- 
ager for Cities Service. 

The hose is faster, but that’s about 
ali you can say for it. Hassey suggests 
using a gallon can or anything that 
will let you know how much water 
you're adding. 

“If it takes more than a gallon or 
a gallon and a half, don’t run that 
truck until you find out where the 
water is going,” Hassey says 


@ Demand for low-cost inland water- 
way transportation facilities increased 
in the period, 1950-56, says American 
Waterways Operators, Inc. 

Number of tank barges went up 
9% to 2,224, and cargo carrying ca- 
pacity shot up 28% to 3.1-million net 
tons. 

lowing vessels increased 5% from 
3,867, but more significantly, horse- 
power rose 28% from 1.67-million. 


e More than 4,100 liquefied-petrole- 
um gas motor fuel stations in the U. S. 
are listed in the 1958 motor fuel sta- 
tion directory compiled by Liquefied- 
Petroleum Gas Assn., 11 S. LaSalle 
St., Chicago 3, Ill. 

The new directory also lists LP-gas 
stations in British Columbia, New 
Brunswick, Ontario and Quebec; and 
in Chihuahua, Durango and San Luis 
Potosi, Mexico 


e San Dugan Oil Transport Co., of 
Sioux Falls, S. D., received third 
prize in a public relations campaign 
on the importance of truck transporta- 
tion to the economy of the area it 
serves. 

The award, a certificate and a 
check for $500, was presented to Dan 
Dugan, head of the for-hire carrier, 
at National Tank Truck Carriers con- 
vention in Florida. Presentation was 
by Great Dane _ Trailers-American 
Trucking Assn. Foundation 


e Gulf Oil Corp.’s latest addition to 
its tanker fleet should be ready for 
its first cargo-carrying assignment 
sometime this month. 

She is the 31,000 dwt turbine- 
propelled Ragusa with a capacity of 
about 250,000 bbl. 

Named after a Sicilian oil field, the 
new tanker was launched in June at 
Netherlands Dock & Shipbuilding Co., 
Amsterdam, and is part of Gulf’s 
large tanker building program in 
Europe 


(Continued on next page) 
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Expanding Storage 


That's the watchword 
as several new plants 
go on stream 


THE TEXAS CO. is now dis- 
tributing product in the East Shore 
area of Maryland from a new water- 
front bulk plant at Salisbury. 

The barge plant has storage for 
865,200 gal. of gasoline and kerosine 
in two 147,000-gal. tanks and one 
571,000-gal. tank, plus storage for mo- 
tor oils, industrial lubes, antifreeze and 
greases. A 60x90 ft. galvanized build- 
ing will serve as a combination ware- 
house-office. 


e Mid-Hudson Oil Co., Pough- 
keepsie, N.Y., is operating from _ its 
new tanker terminal on the Hudson 
River at Roseton, north of Newburgh. 
Storage capacity is 2.5-million gal., 
and will be increased by 4-million. 


e General Gas Corp.,’a big LP- 
gas supplier in the South, is boosting 
storage capacity at its recently com- 
pleted barge terminal at Bainbridge, 
Ga. Through a subsidiary, Propane 
Corp., the supplier will add twelve 
30,000-gal. tanks to the 720,000-gal. 
plant. 


e Imperial Oil will build a $500,- 
000 terminal at Cutler, Ont., to serve 


the uranium mining area north of 
Lake Huron. The installation will have 
67,000-bbI. and 54,000-bbl. winter 
storage tanks, will receive diesel and 
furnace oil by tanker from Sarnia. 


e British-American Oil plans to 
build two marine terminals—at Dart- 
mouth, N.S., and Ft. MacMurray, 
Alta.—and enlarge three others. 

The Dartmouth terminal will have 
four tanks with total capacity of 175,- 
000-bbI. BA will add 55,000-bbl. tank 
at Sault Ste. Marie, 67,000-bbl. tank 
at Quebec City, and two 5,000-bbl. 
tanks at Victoria, B.C. 


GERMAN BUSES are reportedly be- 
ing tested in Dallas, Tex. They’re 63- 
seaters, powered by _ Rolls-Royce 
supercharged diesels and equipped 
with galley and toilet. Top speed is 
said to be 100 mph. 

Two buses are reported to be under- 
going tests, with two more planned. 

The manufacturer, Karl Kassboh- 
rer Fahzeugwerke, Ulm, Germany, is 
understood to have an order for 30 
more at about $30,000 each, if tests 
are successful. This is less than the 
price of GMC’s Scenicruiser, and the 
bus seats more people. 
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As an LP-gas carrier, Little Big Inch line would change eastern supply picture 


LPG Pipeline to Invade East 


TEXAS EASTERN _ Transmission 
Corp. is stepping up plans to pipe 
liquefied petroleum gas to the East 
Coast. Target: the rich Middle Atlan- 
tic and New England markets. 

[he company made this announce- 
ment after shipping a 180,000-bbI. 
test batch of propane over its Little 
Big Inch pipeline from the Gulf Coast 
to Lebanon, Ohio. 

Texas Eastern says this test proved 
the ability of the line to handle LPG 
satisfactorily. It went ahead with plans 
to transport more. 

How and When?—This move could 
come very soon, in either one of two 
ways. 

One would be for Texas Eastern 
to pipe LPG via Moundsville, W. Va., 
to the New York area. The Little Big 
Inch now terminates at Moundsville, 
but the company owns right-of-way 
to the New York metropolitan area. 

Or the company might use one of 
the small-diameter product lines link- 
ing the Midwest and the East Coast. 
At least one is said to be up for 
sale. 

Getting Storage Ready—lIn either 
case, the company will be ready. It’s 
moving rapidly ahead with construc- 
tion of a 12-million-gal. LPG storage 
cavern near Lebanon, Ohio, on the 
Little Big Inch. This Todhunter Ter- 
minal is expected to be completed by 
Aug. 1, 1959. 

The cavern will be dug out of hard 
gray shale 350 ft. below the surface. 


NATIONAL 


It will be reached by a 42-in. diam- 
eter shaft. 

Texas Eastern says there’s sufficient 
proven land on the 89-acre Todhunter 
site to permit construction of eight 
more caverns of the same size. 

Building Other Facilities—The com- 
pany has also begun constructing a 
fractionating plant in the Lebanon 
area to process LP-gas. When it’s 
finished, reportedly by Dec. 1, it'll get 
rid of any contamination of LPG due 
to mixture with other products in the 
pipeline. This will insure product pu- 
rity. 

Also scheduled for completion by 
Dec. 1 are truck and railroad de- 
livery facilities at Todhunter. They'll 
facilitate shipment of LP-gas to points 
from Michigan to New England. 

Competitors Gird for Battle—Texas 
Eastern is not moving into the lush 
northeastern market alone. The tradi- 
tional shippers of LPG—bargers and 
railroads—are bearing down hard for 
their share of the business. 

Mississippi River bargers and rail- 
road interests have complained to the 
Interstate Commerce Commission that 
the Little Big Inch’s product. tariff 
rates are too low. This charge is still 
hanging fire. 

Railroads are trying to meet pipe- 
lines on a rate basis, too. LPG rail 
freight rates were recently reduced 
by 8% in 10 southeastern states. And 
eastern railroads are considering 
cuts. ® 
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“O Series” Petroleum Products Pumps: 
Centrifugals that prime. Straight-in suction, 
No check valve. Powered or basic units 


New “’80 Series” Lightweight Pumps: 
Self-priming. Straight-in suction. No check 


: valve. Sizes 12”, 2” and 3”. See cutaway 
at left. 
one 
: 


When you need a pump, you generally need it right now. Maybe 
it’s for fire protection, dewatering, emptying a sump... all sorts 
of jobs. Water, petroleum or industrial liquids. 
Whether it’s for emergency, routine or stand-by use, we build 
your pump. 
Gorman-Rupp pumps are motor or engine driven. For construc- 
tion, fire fighting, jetting, transfer service, sanitation, mining, pasernig hte oie onthe tee 
petroleum marketing, irrigation and other applications. Sizes as nozzles at 100 Ibs. Quick prime. Portable 
small as *4”. Large as 12”. Complete units or basic pumps. 
We’d like to send you free, ‘How To Use Portable Pumps in 
Industry”. . . reprinted from Power Magazine. Write today. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street + Mansfield, Ohio 
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TIME PAYMENT SIGNS bring prospects in 


a ren ane 


{ ~ Wop 
Ue 


‘ 
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DRIVEWAY DISPLAYS let the world know your 
dealers are in the tire business in a big way 


How to Boost 


@ Get them to realize tire selling 
is different — even their best 
customers rarely ask for tires 


e@ Give them a good education on 
tire prices — and repeat often 


@ Make this emphatic: With tires, 
only big volume pays 


ONLY HARD SELL at the service station will 
move tires in any significant volume. That’s just the 
reverse of gasoline selling, where the buying deci- 
sion is made before buyer and seller come face to 
face. 

Aside from suggesting premium grade and a full 
tank, the only gasoline selling a station operator 
can do is to make the kind of impression that will 
bring the customer back—if he still likes the prod- 
uct and the price. The customer, in fact, takes the 
initiative in almost all station sales except tires. 

You never hear of a motorist shopping around 
for the best “deal” on an oil change, lube job or 
filter. Even with batteries, too often the car owner 
must buy at once or be stranded, which makes him 
less inclined to dicker. Daily immersed in “soft sell” 
situations, your average station operator has to 
learn to be a nimble “switch hitter” to cope with 
tough tire buyers. 


Big Ticket, Big Deal 

What a change comes over the customer when he 
talks tires! Gone is the quick decision and the off- 
hand attitude. The larger amount involved sets the 
tire purchase apart from all others. In the custom- 
er’s view it calls for the cagey approach, for a study 
of price and quality, for bargaining, and for a gen- 
eral show of sales resistance. 

There are other factors that make tire selling a 
special case: 

e Few motorists know what tires they want. 
Chey have more variety of choice and less advance 
knowledge of what’s available than with any other 
products at the service station. 

e@ Only one other product—the battery—has 
any trade-in value, and with batteries it’s an easily 
remembered scrap value. The worth of an old tire, 
though, is a matter of nice judgment. 

e A large and important percentage of tire vol- 
ume is sold on time payments, so the dealer who 


By FRANK C. STURTEVANT 
IBA Editor 
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Your Dealers Tire Profits 


wants to share in that slice of the market has to 
know how to talk terms. 

Add to these the widely advertised cut prices and 
it’s easy to see why it takes real selling to get ahead 
in the tire business. It’s worth the effort, though, 
because tires do account for over half of all TBA 
volume. 


How to Sell the Dealer 


It’s a question whether it does any good to re- 
mind your dealers that they have the inside track 
with customers. They do have the first and best 
chance to sell the car owner anything he needs, and 
that’s especially valuable in singling out tire pros- 
pects. 

Not only does the station operator have a chance 
to look at the tires as often as he wants to, he also 
has dozens of contacts with the owner. While that’s 
supposed to be an ideal selling climate, all it seems 
to do for a good many dealers is lull them to sleep. 
They’re too prone to put off breaking the ice with 
a tire pitch, and one day the customer drives in with 
some new tires bought elsewhere. 

Those frequent contacts, when the customer is 
in the station for his weekly gasoline supply or 
other needs, do set the stage for any tire selling 
effort the dealer wants to make. It gives the dealer, 
as one oil executive puts it, “a six-months option on 
the tire business of every gasoline customer.” 

He can spot the owner who’s going to need tires 
as long as six months in advance of the time he’s 
going to buy. And during that time he can do as 
one rubber company sales manager advises: make 
his sale “a little bit at a time.” 

Explaining all that to the dealer makes tire sell- 
ing sound like a cinch. But he still has to get over 
the hump of making the first move. 


Prices Come First 

Don’t think it’s just apathy that holds the station 
man back. Often it’s fear—fear that he may not 
have the right tires in stock; fear that he may rub 
a good customer the wrong way; fear of many 
things, but most of all, fear that he'll get tangled 
up in the price schedule. 

Oil companies are giving more and more thought 
to coaching dealers on pricing problems. Because 
it’s complex, it calls for a lot of study and repeated 
discussion. A dealer needs a reasonable working 
familiarity with his own costs, with competitive 
brands and prices, with instalment terms, and with 
his own used tire market, including recap pos- 
sibilities. 

It’s a good idea, as a number of companies have 
found, to schedule a discussion of competing tire 
lines at dealer meetings. Samples of tire price ad 
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WHY DEALERS NEED TIRE VOLUME 


MORE OF YOUR STATIONS should aim for a 
big tire volume. It’s time to lay it on the line: 
There’s no percentage for the station operator 
who just dabbles in tires. From volume come 
these benefits: 
¢ A smooth, persuasive selling approach grows 
with repeated use. Long gaps between sales, on 
the other hand, don’t build good selling habits. 
e The operator who goes for volume can afford 
to carry the big tire inventory he needs today. 
¢ He can also afford adequate display fixtures 
and tire service equipment. That makes the job 
easy, and when the job is easy there’s auto- 
matically more enthusiasm for sales. 
e Last of all, the tire price structure has become 
firmly tied to volume. The only way to make 
good money in the tire business is to be a big 
volume operator and enjoy a better buying price. 
That’s why your dealers need to use all of these 
tire promoting and tire selling methods. They 
need tire volume to make tire profits. 


vertising featuring typical competing brands are 
passed around and dealers are quizzed on their 
knowledge of comparable tires in their own lines. 

Socony Mobil worked out a guessing contest for 
a dealer house organ, borrowing a title from the 
television show “What’s My Line?” On one page 
appears a list of 13 tire names. Dealers are asked 
whether they can fill in blank spaces opposite each 
tire with the name of the manufacturer, and 
whether the tire named is first, second or third line 

From the correct answers appearing on another 
page you learn such useful information as, for ex- 
ample, that the Deluxe Super Cushion is Goodyear’s 
second line tire, or that the Super Champion is 
Firestone’s third line tire. A good many customers, 
says Socony Mobil, may be comparing a Mobil first 
line tire with a third line competitive tire 


All Set for Sales 


Primed with prices, your station operator feels 
freer to talk tires. Some companies have worked 
out stock phrases to use as openers. Standard of 
Indiana, for instance, suggests a group of sentences 
they call “tire conversation starters” for dealers to 
practice on. Typical example: “Have you had any 
tire trouble lately?” 

That’s a natural, easy way to drop a hint that a 
customer’s tires aren’t what they used to be. A 
dealer can find plenty of openings: 

e@ When he spots a worn tire at the pump island 
he can use a tread measuring device on it and show 
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the reading to the customer while 
he’s talking. 

e He can do the same thing at the 
air tower. That’s what free inflation 
service is for. 

e All forms of wheel and tire 
service—rotation, wheel balancing, 
tire repairs, brake adjusting—should 
include tire inspection. 

@¢ One of the best ways for the 
dealer to uncover prospects is to look 
at the tires of his lubrication cus- 
tomers. There he can give all the tires 
a close and careful inspection, check 
the car mileage, and be prepared 
with a price and trade-in offer. 

There’s a special advantage in tire 
checking as part of a lube job routine. 
There’s always a job ticket on which 
to make a written report. The report 
itself provides a natural way to open 
a tire conversation. 

Of greater value is the car owner’s 
different attitude at that time. He’s 
inclined to appreciate a tire inspection 
as an extra service. 


How to Pull Them In 


Of course, what any merchant likes 
is the customer who comes in and 
asks. There are several ways station 
operators can induce prospects to 
speak up: 

e Advertising brings in some 
prospective tire buyers, especially if 
it features bargain sale prices. That’s 
one way successful tire merchants 
get the car Owner to open his own 
tire selling conversation. 

@ Well-stocked tire racks and 
stands often attract prospects. Big dis- 
plays suggest big volume, a wide line, 
low prices and good merchandise. 

e Signs that advertise easy terms 
encourage the price-conscious Owner 
to ask about tires. Impress on your 
dealers that the slogan “No Down 
Payment, Easy Terms” or some suit- 
able variation should always be in 
prominent view around the station. 
To the customer who has just de- 
cided he must lay out some money 
for tires, it’s fresh, new information 

Dealers (and the oil company too) 
keep in mind these facts 
about easy terms: 

e The public tends to regard the 
merchant who advertises easy terms 
as a merchant who sells to the low- 
price trade. When it comes to tires, 
everybody looks for the low price. 

e Many a customer starts out talk- 
ing terms but ends up paying cash. 

@e Many a credit card holder still 
doesn’t realize he’s automatically en 
titled to terms. 

e If you haven't any terms for the 
customer without a card, you can 
sign him up for a credit card. ee 


need to 
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EXPLOSION tests tire strength, is aimed at settling the question .. . 


Nylon or Rayon Cord? 


In a heated battle of conflicting claims, 
Oil marketers are caught in the middle 


THE BATTLE is getting hotter every 
day: nylon tire cord producers have 
dropped prices, and rayon makers are 
fighting back with an aggressive pro- 
motion program. 

Oil marketers are caught in a di- 
lemma of double inventories. Most 
feel compelled to stock both cords in 
order to satisfy customer demands. 

The controversy, like the tobacco 
industry's filter-tip furor, might be 
called “the battle of the test claims.” 

Nylon men say their product 

e Resists impact damage because 
it’s tough and highly resistant to im- 
pact bruises. 

e Resists flex fatigue because ny- 
Jon has a natural resilience. 

e Resists heat damage to a greater 
degree than rayon. 

e Resists moisture damage _ be- 
cause nylon cord isn’t robbed of 
strength from tire cracks or breaks. 

Rayon men say their product 

e Is equally resistant to impact 
damage, based on tests on both cords 
by a Lee, N.H., research firm. 

e Delivers more tread mileage be- 
cause rayon cord is dimensionally 
stable and puts less strain on the 
rubber. 

e Gives a quieter, softer ride be- 
cause rayon is not subject to the tem- 
perature changes nylon (allegedly) is. 

e Resists tire growth under heat 
so that it doesn’t give the flat spot 
and “morning thump” attributed to 
nylon 

Obviously, claims overlap. For ex- 
ample, Motor Vehicle Research Agen- 


cy tested carcass» strength by inflating 
tires to over 200 psi and seeing 
which burst first (picture). Rayon came 
out ahead. In a study by Consumers 
Union, however, nylon was rated over 
rayon, after carcass strength tests 
made by piercing the tire fabric with 
steel plungers. 

(Rayon makers have questioned the 
validity of CU’s test; CU says it’s now 
looking into other test methods.) 

What’s It Mean?—Du Pont, which 
developed the rayon cord but now 
pushes nylon, predicts nylon will dom- 
inate the field by 1965. 

One significant guideline to watch 
would seem to be the tread life find- 
ings made in the Consumers Union 
study. CU points out that the tread 
wear method is advocated by the Na- 
tional Bureau of Standards, on the 
basis of its having been validated by 
statistical studies. 

While CU’s study found nylon to 
be substantially stronger than rayon 
in carcass strength tests, both came 
out just about even in terms of tread 
life. First line nylon and first line 
rayon checked in at 27,500 miles 
estimated tread life, while other tires 
ranged from 18,000 to 26,800 miles— 
with both cords scoring practically 
even on a tire-to-tire basis. 

For marketers, the best bet would 
be to keep the tread life findings in 
mind and watch the situation care- 
fully—bearing in mind William Allen 
White’s observation that “There are 
statistics, damn statistics, and goddam 
statistics.” — a 
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Wanted: A Simple Tire Price Schedule 


© Complex pricing kills selling initiative at the service station 


@ Only a few dealers succeed in training their men on tire prices 


YOU OUGHT TO VISIT some of 
your own stations as a customer in 
search of tires. Just go as an average 
car owner who doesn’t know very 
much about tires. 

Of course you'll encounter some 
selling tactics that need polishing. As 
an oil man, that won’t be news to 
you. It wasn’t to us, when we tried it. 
An NPN editor badly in need of new 
tires for his car agreed to “shop 
around” among his local service sta- 
tions on a sort of one-man research 
project. 

His experience bears out much that 
TBA men have been saying about 
the confusion over brand names, first 
and second line tires, the rayon-nylon 
battle (opposite page), and so on. As 
you might expect, he also met gen- 
erally lukewarm salesmanship. 

For some of these ills the supplying 
oil companies offer their dealers a lot 
of help. For others there isn’t much 
they can do—dealers have to contend 
with them as best they can. 

Price Padlock—What impressed us 
most was the fact that in some stations 
our man couldn’t buy a tire if he 
wanted to, because there was nobody 
on the job who could quote a price. 
In each case the story was the same— 
only “the boss” knew what to charge 
for tires, and he wasn’t there. There 
were tires on the rack but they might 
as well have been locked up. 

Just one isolated instance might be 
put down to chance, but at least half 
the stations visited were in a state of 
suspension as far as tires were con- 
cerned. All were average, reasonably 
well-located stations in suburban busi- 
ness districts. 

One in particular seemed to offer 
unusually snappy, alert service at the 
pump island. But none of the other- 
wise capable crew knew what price 
to set on tires. A return visit confirmed 
the impression that the station was 
run by an aggressive, informed opera- 
tor. The dealer knew all about tires, 
but was unable to educate his men in 
the mysteries of tire pricing. 

Unfair to Dealers—To any fair- 
minded student of the service station 
business, the suspicion must arise that 
the average dealer is up against an 
impossible situation. He has a moun- 
tain of stuff to explain to a continuous 
stream of new employes. 

Of all the products he sells, his tire 


line has the most complex sizes, types 
and terminology. On top of that, his 
suppliers give him the most baffling 
pricing system you'll find in all retail- 
ing. 

It doesn’t have to be that way. There 





Look at 


your air 





compressor 


Yes, it’s right in there working for you every hour 
operating air tools, lubricating, 
washing and even crushing oil cans! 


much sense to get a compressor you can depend on 


Quincy. 


Models available for every automotive need 


never was any excuse for all the use- 
less figuring that goes into the pricing 
of tires. Oil marketing companies can 
sell a lot more tires just as soon as 
they give their dealers an intelligent 
pricing system. a 





hoisting, 


tire servicing, painting, spray- 
oD o J 


That’s why it makes so 
a reliable 


genuine 


Quincy parts and service available almost everywhere. Clip and 


mail coupon today! 


uine 


COMPRESSORS 
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QUINCY COMPRESSOR CO. Dept. NPN-958 
QUINCY, ILL. 

Gentlemen: 

Send free catalog of Quincy Compressors for 
automotive use 





Your big profit opportunity with 


UNIQUE DESIGN® key to 


Lengthwise SURE-LOK* channels make 
M.O.S.1T. battery case self-locking in 
battery carrier where narrow (end-to- 
end 2E and 3EE) batteries are original 
equipment. SURE-LOK channels permit 
installing shorter, wider 2N and 28N 
M.O.S.T. batteries. Highest electrical ca- 
pacity through precise balance of active 
material and acid. 


Dry-charge packaging 
Everything needed to activate a 
M.O.S.T. battery easily and swiftly 
with factory-fresh power—in Globe's 
famous unitized dry-charged battery 
carton. Contains battery, correct qual- 
ity and quantity of electrolyte and 
pouring sleeve. No measuring or 
guesswork, no waste of time or 
electrolyte — and it's fast! 


SPINNING POWER 


SPLIT.seconD STARTING 





M.0.$. T. system flexibility 


GRIP-RIDGE* and SURE-GRIP* Hold- 
Downs combine to fit a M.O.S.T. battery 
into any battery carrier quickly, solidly, 
rigidly — superior to original installa- 
tions. Hold-Downs insulated to prevent 
shorting and corrosion. Unitized-cover 
cases ruggedly built of tough, thin-wall 
plastic for broader power range and 
longer battery life. 


*U. S. Design Pat. 182109 
ond other patents pending 


Eye-and-buy 
appeal 


The display dynamics of M.O.S.T.* 
batteries — their vivid colors and 


With every car model change, your TBA 
inventory problem grows and grows. And 
batteries are no exception. 

Either carry a complete, complex line of 
batteries — or make customers wait, leave 
them stranded, or lose them. 

OR ADOPT THE M.O.S.T. SYSTEM! 

It’s the first real step to give you increased 
turnover with maximum (100%) sales op- 
portunities and minimum inventory. 

It makes your every battery prospect a 
customer with just 4 batteries . . . or stock 
12 batteries and offer customers the com- 
plete quality selection, still with a minimum 
battery inventory in only 4 group sizes 
which handle all 6- and 12-volt needs! 





styling—project dramatic eye-and-buy 
appeal, help you sell up to premium 
battery profit. Color and design variety 
is infinite — gives you a BIG PLUS 
competitive advantage. M.O.S.T. 
system batteries can now stay out- 


front, because fewer batteries 


require less display space — and 


because they sell on sight! 


GLOBE-UNION INC. 


ML OWwAD EEE 1, WES CONS EN 
If it’s Petroleum-powered there’s a GLOBE-BUILT BATTERY right from the start! 
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What's New in TBA... 








Goodrich batteries 

now have an entirely new case 
design: Front sides are divided into 
three panels which have a cross-line 
pattern resembling a plate grid. One of 
the three panels is painted in a contrast- 
ing color. Three price lines have been 
consolidated into fewer types, but there’s 
a size for all American and foreign cars. 


Radiator hose 


. made by a new method of molding 
under heat and pressure has been devel- 
oped by Dayton Rubber Co. Fabric 
reinforcement runs full length instead of 
just on the ends, which Dayton says will 
minimize elongation and ballooning un- 
der pressure. It’s designed to handle 
eight times the requirements of existing 
pressure cooling systems. 


Nylon truck tire 


: known as the 1959 Gates Super 
Silent-Safety, has been added to the 
Gates Rubber Co. line. Cured under 
expansion to its true running size and 
shape, the new tire is presented as longer 
wearing and quieter riding than its pred- 
ecessors, although it will sell at about the 
same price. The tire is covered by the 
Gates road hazard guarantee for the full 
tread life. 


Cleaner and polish 

called “Two-4-One”, has been 
brought out by Du Pont’s Specialties sales 
section. The company has applied for a 
patent for its new product, designed for 
use over all kinds of car paint, including 
“Lucite” acrylic lacquer. Du Pont claims 
it will clean and polish “in one easy 
operation.” List price is $1.00 a pint. 


Fuel control 


. called “ACon-o-Mizer”, is a pressure 
regulator mounted between the fuel 
pump and carburetor. AC Spark Plug is 
marketing it as a resale item at a price 
of $9.90, including necessary fittings. It’s 
said to save gasoline, boost engine per 
formance, stop flooding and_ stalling. 
Unit weighs 12 oz. and can be installed 
by service stations. 


Dispensing cabinet 

for tube and tire repair materials 
is now available from the Buxbaum Co., 
Canton 1, Ohio. Finished in white en- 
amel with red lettering, cabinet holds 
five different Akro Dual-Duty repair 
sizes plus a can of rubber solvent. May 
be used on a work bench, or has holes 
in the back panel for wall mounting. 


White tire cleaner 


. marketed by Las-Stik Manufacturing 
Co., Hamilton, Ohio, will now be avail 
able in a 16-0z. aersol can. The push 
button container is said to be the quick 
est and easiest way to clean tires. Las- 
Stik claims the cleaner will penetrate 
dirt, grease, grime, road stains and oil, 
and works equally well on black tires 
and car rugs. A can cleans up to 60 tires 


New brake fluid 


that surpasses SAE specification 
7OR1, but is “economically priced,” has 
been put on the market by Wagner 
Electric Corp., under the Wagner Lock- 
heed brand. It’s a companion product 
to No. 21B Super Heavy Duty, which 
surpasses 70R1 and also the proposed 
70R3 specification. The new fluid comes 
in newly designed red, white and blue 
containers. 


Mirror line 


. introduced by Supersite Corp., Der 
by, Conn., features unlimited flexibility 
of positioning. Known as the Starflite No 
27, turret assembly rotates 360 deg. and 
can be tilted from side to side and for- 
ward or backward. Fits all cars, and 
said to be easily mounted on left or 
right side. Theft-proof caps cover screws 


New battery line 


. . . has been introduced by Lee Rubber 
& Tire Corp., Conshohocken, Pa., call- 
ed the Lee Powersealed batteries. Al- 
though offered as a “simplified” line, 
batteries will be available for passenger, 
truck, commercial and marine use, wet 
or dry charged. Longer shelf life for the 
new line is claimed because of the 
silver and cobalt plate content. 
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TBA 


Ignition parts 


.. . for small engines are offered in what 
is said to be the first listing of these 
parts available to the trade at full dis- 
counts. They're in the new catalog of 
the F. & B. Mfg. Co., 4248 W. Chicago 
Ave., Chicago 51, Ill. Listing includes 
engine guide for mowers, saw, out- 
boards, etc.; comparative code number 
chart; cross reference, and buyer’s guide 
section. 


Battery tester 


introduced by the Burton Rogers 
Co., sales division of the Hoyt Electrical 
Instrument Works, 42 Carleton St., 
Cambridge 42, Mass., features a remov- 
able meter attached by a coiled cord 
Meter may be placed in the hands of a 
person standing beside the vehicle while 
the test is being made. For both load 
and open circuit testing 


Manufacturers . . 





Commercial Solvents Corp., on behalf 
of its Peak and Norway antifreeze 
brands, is sponsoring a saturation radio 
campaign featuring “top comedy stars.” 
Schedule is weekends of Sept. 13, 20 and 
27 and of Oct. 11, 18 and 25 

« 

National Carbon Co. reports that its 
Prestone Super Heavy Duty Brake Fluid 
conforms with the new SAE 70R3. Spec 
ification calls for a minimum boiling 
point of 375°F., higher flash point and 
other more rigid requirements. 

Barrett Equipment Co. is offering 
brake service point-of-sale kits. Each kit 
includes a metal curb sign with three 
enamel interchangeable panels. Panels 
have different sales messages on each 
side. 

» 

Chevrolet is building up its TBA line 
Four new products are: a kit of cleaning 
and polishing items, a silicone lubricant 
and sealer, a solvent called Nut-Eze, and 
a tube of all-purpose lubricant. 


(Continued on next page) 
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Purolator Products has obtained 9 
permanent injuction against a price-cu- 
ting accessory chain in New Jersey. By 
state court order the F.L.F. Corp. and its 
affiliated companies may no longer ad 
vertise and sell Purolator refills at prices 
below those fixed by Purolator under its 
fair trade agreement. Purolator oil filte: 
cartridges are also fair traded in New 
York, Pennsylvania, Hlinois and Cali 
fornia 


« 

Firestone predicts 27,065,000 passen 
ger tire retreads will be sold this year, 
up from 25,250,000 last year. Topping 
the retread market are lower income 
families (up to $4,000 annually), which 
own the bulk of the 10 million 8-years 
and-older cars 


a 

Atlas Supply Co. made a random 
check of 2,000 cars with these results: 
342 batteries needed recharging, 344 
cars needed new batteries. Sales mad 
during the test: 388 recharges and 106 
new batteries. This is 56% and 31% re 
spectively of the possible prospects. The 
average dealer, though, usually will make 


five replacements and sell 20 recharges 


out of each 100 tests, says Atlas. That 
figures to about $117.50 in sales 


The Anderson Co., Gary, Ind., has 
won a patent suit against Zaiger Corp., 
and Sears Roebuck, barring the two 
firms from further infringement of An- 
derson’s patent covering windshield 
wiper blades for curved windshields. 

« 


Delco-Remy has developed a new 
high-output alternating current generator 
for passenger cars, and, as a companion 
unit, a new electronic regulator with 
no moving parts. The new system is 
claimed to deliver 26 amperes at idle 
speed and up to 60 amperes at higher 
speeds. A built-in rectifier permits in- 
stallation of the generators with a mini- 
mum of change in the standard d.c. 
electrical system. They'll appear first on 
cabs, police cars and delivery trucks. 

7 


Champion Spark Plug Co. has ob- 


tained two permanent injunctions in Los 
Angeles against price cutters who were 
selling Champion plugs at less than fair 
trade prices, Champion says it is push- 
ing enforcement in all fair trade states. 


Purolator has introduced a new mer- 


chandising aid in the form of a testing 
device for dry-type air filters. The Fil- 
tair-Chek lets the customer see the con- 
trast between a clean and dirty filter by 
passing light through each. The dirty 
one passes little or no light. 


Lee Rubber & Tire Corp. has opened 
a factory branch at 2726 Seventh Ave., 
South, Birmingham, Ala. The branch 
carries a complete stock of tires and 
[TBA merchandise. This is Lee’s second 
southern branch—the first was in San 
Antonio, Tex. 


EVER-TITE COUPLING CO. INC 
254 West S4th Street, New York 19, M 


NATIONAL 





Personnel... 





J. C. Daniel has been made manager 
of motor oil and TBA sales for Ameri- 
can Petrofina, Inc., Dallas, Tex. He was 
formerly administrative assistant to vice 
president J. M. Shea, Jr. Move is one 
of several executive shifts following the 
acquisition of El Dorado Refining Co. 

. 


Stratton Hageman 


M. W. Stratton fills a newly created 
post in the sales department of Bowers 
Battery & Spark Plug Co., Read- 
ing, Pa. His activities will be devoted 
chiefly to sales and promotional assist- 
ance to oil company and chain store 
accounts. He is a native of Watertown, 
N.Y., and a graduate of St. Lawrence 
University. Henry C. Hageman has been 
named special representative for the new 
Bowers platinum tip spark plug. Hage- 
man will handle sales and supervise all 
technical services, printed material, vis- 
ual aids, field service to dealers, distribu- 
tors and fleets. 


Robert M. Harris has been named 
marketing manager of the Westinghouse 
photo-miniature lamp department, which 
handles all automotive lamps. For the 
past year he has been sales manager. 
Before that he was in charge of the 
sale of automotive lamps to oil com- 
panies. The lamp division is at Bloom- 
field, NJ. 


George M. Sprowls, recently appointed 
technical director of the American 
Rayon Institute, Inc., New York, will 
now make his headquarters in a newly 
opened ARI office in the First National 
Tower Bldg., Akron. He has charge of 
tire cord research and testing. 


J. A. Sapp has been named western 
regional manager for Dayton Rubber. 
In his newly created position, Sapp will 
make his headquarters at Los Angeles. 
He'll assist distributors and dealer sales 
efforts, and supervise Dayton district 
operations and the original equipment 
sales organization. 

a 

Floyd M. Hawker, 47, in charge of 
'BA marketing in the four state area of 
the Toledo Division of Gulf Oil Corp., 
died June 11 at his home in Toledo. 
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me oll tue 


FOR FLEETS, FARMS, DOCKS, CONSTRUCTION JOBS, ETC. 


Boll Lillie 
Installations large or small... tanks above or 
John A. Boll formerly sales manager underground . . . space limited or unusual 
of U.S. Rubber’s Fisk-Gillette division, for any budget... there is a Gasboy Electric 
has been named sales manager of a engineered and priced to fit the need exactly 
separate Gillette division. The Fisk line ... Only GASBOY offers ‘“‘all three”. . . savings, 


is now also a separate division, with quality, and performance guaranteed. 
L. B. Lillie as sales manager. Boll 


has been with U.S. Rubber Co. since 


1926 in a number of sales executive 

posts including district, branch and divi- " 

sion manager. Lillie has been with U.S. 

Rubber since 1946 when he started as OT, WeT 


a tire salesman in Boston. He became 

. ONE HUNDRED 
manager of truck tires, tread rubber and 
repair materials for Fisk in 1948, Balti Model 100... beautiful stream 
more district manager later, and assist- 
ant sales manager for Fisk-Gillette in 
1951. 


lined full length cabinet style 
14 GPM belt-driven pump 
ing unit the industry's most 
popular pump. Underwriters’ 
approved 
Richard M. 
Werkheiser has 
joined the staff of 
the Chemical Spe- 
cialties Manufac- 
turers Assn. For 
the present his 
duties are that of 
general administra 


tive assistant to 2) WY, 

A. A. Mullikan, 

— meager 4 , COMPACT 

A graduate of § ; 

Paul’s School and Wee 
> Ini ore > Doe ‘ ie ‘re . 

the University of Pennsylvania, where he “Compact”... this 12” 

received his M. A. degree in 1955 . salitaiaiiains 

Werkheiser was a lieutenant in the Nav square mags a" OFms 

in 1950-51. Before joining CSMA he was like a giant. All Gasboy 

foreign student supervisor of the State Electrics deliver a fast 

Department’s Institute of International Reece 14 GPM. UL Approved 


Education. 


Now available in reprints .. . ME ounynige 
TRADING STAMPS: co CT 
Their Pros and Cons FOR EVERY ACCOUNT Series 900 offers the maxi 


, : : mum in all-around economy 
in Oil Marketing ... Rugged... weather 


proof... ° 
This special report is the most com- dependable 7 
plete study to date on the use of UL Approved S 
stamps in oil marketing. Reproduced in 
full, it’s being offered in single copies 
(75¢) or in bulk (quotations on re- 
quest; state quantity desired). Write 
Reader Service Dept., National Pe we. M. WILSON’S SONS, INC. 
troleum News, 330 W. 42nd St., New LANSDALE, PA. 
York 36, N.Y. MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS and ROTABOYS 
‘ 


Series 200 cabinet style 
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Frame-contact: 
Longer adapters 
with full-circle 
swivel 

















Frame-contact: 
Pivoting arms 









































Station Lifts: What Type 


@ In spite of controversy over frame-contact lifts, majors are 


buying more of them than any other type 


@ Two companies that switched from frame-contacts to drive-ons 


last year have reversed their decisions 


@ Two new model cars (Lincoln and Continental) now have lift pads 


built into their unitized bodies 


Here are the factors that are shaping buying decisions . . . 


MOST OIL COMPANIES continue to favor the 
frame-contact lift for the service stations they build 
and equip. The reason: No lifting problems that 
can’t be handled with adapters have cropped up 
on the 1958 cars, and none are expected on 1959 
models. 

The threat of future drastic alterations in auto- 
mobile frames has not disappeared, but concern 
over possible hoisting difficulties seems to have les- 
sened. Last year four major oil companies—Gulf, 
Sinclair, Continental and Socony Mobil—banned 
frame-contact hoists as the first choice for new 
stations, because of uncertainty about their future 
utility. Gulf and Sinclair have rescinded the ban. 

Drive-Ons—There remain a half dozen or so 
companies that prefer the drive-on type of lift, in 
varying degrees. Pure Oil, Standard of Ohio and 
Skelly have concentrated for some years on the 
drive-on type. They go along with the reasoning that 
no matter how designs change, cars will always 


166 


have four wheels, so you never have to worry about 
a drive-on lift becoming obsolete. 

To a large extent American Oil, D-X Sunray, 
Socony Mobil and Standard of Indiana have a 
similar policy. An exception is Socony Mobil’s 
affiliate, General Petroleum. On the Pacific coast, 
frame-contact lifts are strongly entrenched. The 
western companies use them almost 100%, and 
General Petroleum follows the same practice. And 
there are exceptions among Standard of Indiana’s 
divisions, notably in the Detroit area. 

Twin-Post — In and around Detroit the twin- 
post or so-called mechanics’ lift seems to be grow- 
ing in popularity. A favorite of the repair shops, 
the twin-post lift—with its ability to raise one end 
of the car independently of the other — offers 
versatility to the station doing a variety of repair 
work. One operations manager notes that a twin- 
post can “pick up almost anything on the road.” 
Another comments that the industry needs a twin- 
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Drive-on: 
Lower runways 








Wider runways 
Sliding widths 





























Majors Buying? 


post lift that can be more easily adjusted and is 
less costly to install. 

Divisions Decide — The effect of the trend to- 
ward more autonomy for oil company division 
offices is strikingly apparent in the matter of lift 
purchases. The companies that clamped down on 
frame-contact lifts met with varied reactions from 
the field. Some of their divisions thought it was a 
good idea and went along. Others balked and in 
some cases went ahead buying frame contacts any- 
way. A spot check at typical points shows the 
divisions are using both frame-contacts and roll-ons 
in varying proportions. Division lift-buying ranges 
from a 50-50 split between the two types to 100% 
of one or the other. 

One division engineer says his people like the 
new roll-ons with the wider runways. They had 
some trouble, he reports, lifting 1958 Pontiacs, 
Chevrolets and Lincolns on frame-contact lifts. 
Even with adapters they “created a hazard.” 

Another division of the same company divides 
its business about half and half; many stations 
have one of each. A third division used to buy 
mostly free-wheel lifts, but lately has switched to 
frame-contacts. Free-wheel lifts have not been pur- 
chased recently in any significant numbers at points 
contacted, but many such lifts are in use at older 
stations. A West Coast company says they move 
their free-wheels to low-gallonage stations or scrap 
them. 

Differences of opinion about lifts exist from 
division to division everywhere. A typical comment 
of a frame-contact advocate comes from an engineer 
at a southern point. Explaining why his company 
doesn’t buy drive-ons, he says, “We can’t quite 
sell ourselves on going backward.” When all four 
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wheels are accessible and exposed, he says, “that’s 
a good time to sell tires.” 

In the other camp, a Midwest operations man- 
ager buys drive-ons exclusively for two reasons: 
(1) Because of the difficulty positioning a car over 
a frame lift, and (2) because “as the new model 
cars come out you have to buy additional adapters.” 

A Chicago operations manager also objects to 
frame-contact hoists. He says, “The man in the 
station may not know what he is doing and make a 
costly mistake.” And he adds, “Constant invest- 
ment of capital for adapters is too expensive.” 

Why Not Two? A happy solution is to in- 
stall two lifts, one frame-contact and one drive-on. 
Some companies report that from a fourth to a 
third of their stations have two lifts in some 
areas, and they make it a rule to put in one frame- 
contact and one drive-on. 

Usually three-bay stations take two lifts, and 
there seems to be a slight increase in the number 
of stations with three or more bays. A probable 
reason is the growing tendency of dealers to take 
on more light repair work. 


How Lifts Are Changing 

Last year a parade of new lift designs and new 
adapters started. Runways on drive-on lifts are 
lower to clear the lower bodies of the new car 
models, and they’re wider to take as many of the 
small foreign cars as possible. Sliding runways have 
been introduced that can be adjusted to hold cars 
of any width. 

Longer adapters of improved design, with full- 
circle swivel, are available for frame-contact lifts. 

One manufacturer has already brought out an 
entirely new frame-contact lift with pivoting arms. 
Others will soon appear. 

A lot of study is being given to the whole prob- 
lem of spotting cars on frame-contact lifts, now 
the subject of many complaints. You will soon see 
devices on the market that will enable a station 
operator to “preset” his adapters for any make 
and year model. Look for more new ideas to ap- 
pear from lift manufacturers. 


How Frames Are Changing 

No revolutionary frame changes are likely on 
1959 cars, but it’s probable that more makes will 
use X-frames, which need special adapters. 


Lincoln and Continental already have built-in 
lifting pads, as suggested by lift manufacturers and 
the oil industry. Liaison work will continue be- 
tween the Automotive Lift Institute, the American 
Petroleum Institute’s marketing division, and rep- 
resentatives of the car manufacturers. In every way 

including the prob- 
will be brought to the 


possible, car servicing needs 
lem of how to lift the car 
attention of manufacturers. 
The hope is that future designs will not go so 
far afield that cars cannot be lifted by practical 
means on service station hoists now in use 2 





Equipment 


How to Cut Equipment Selling Costs 


® Distribution systems could be streamlined by getting rid of costly 
chains of command, says equipment jobber association head 


@ Make full use of the equipment jobber’s services—and put savings 
into product improvements, he urges 


“TOO MUCH chain of command.” 
‘Vhat, in Harry E. Andersen’s opinion, 
is what’s wrong with a segment of the 
oil marketing equipment industry. An- 
dersen is owner of Northwest Service 
Station Equipment Co., Minneapolis, 
and president of the National Assn. of 
Oil Equipment Jobbers. 

“Manufacturers of marketing equip- 
ment operate under two different dis- 
tribution philosophies,” Andersen says. 
“Companies in one group deal more 
or less directly with local oil equipment 
jobbers, through a minimum of field 
men. The other group relies on an 
intervening hierarchy of regional, dis- 
trict and area managers.” 

Short Cut—The hierarchical type is 
handicapped with an outmoded and 
unwieldy distribution system, says An- 
dersen, who has earned a reputation 
for saying what he thinks. He cites 
these examples: 

“Not long ago we were working on 
a bulk plant for a major oil company. 
An engineering problem came up in- 
volving the installation of pumps, for 
which we didn’t know the answer. We 
called the factory. An engineer flew in 
here the next morning, straightened 
out the problem in a couple of hours, 
and he was back home the same 
evening.” 

Andersen contrasts that with an- 
other instance where a sales problem 
arose concerning a piece of equip- 
ment: 

“Here, instead of calling the factory 
for advice, we were obliged to call 
the manufacturer’s district manager. 
He was reluctant to give a firm answer 
so he called the area manager, who in 
turn called the factory. Then the 
whole process went into reverse and 
two or three days later the answer 
trickled down to us. The field organi- 
zation in that case was little more than 
an expensive communications  de- 
vice. 

“Twenty-five years ago there was a 
reason for an elaborate field organiza- 
tion. Salesmen and engineers were 
needed in cities where they could 
reach any point in the territory within 
a reasonable time by train. Today a 
plane puts a factory engineer or sales 
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tite 





Harry Andersen: NAOEJ’s head man 


expert anywhere in the county within 
six hours. 

“That’s why so many manufacturers 
now maintain direct links between 
factory and jobber. They are in tune 
with the age.” 

Save On Selling—Duplicate sales 
calls also waste money, Andersen be- 
lieves. “Oil equipment jobber salesmen 
in every major city at times call on 
accounts only to find that a factory 
man—located right in the same city— 
has been there the same day. That 
confuses the customer and it’s also 
expensive. Overrides on jobber sales, 
sliced up among the various members 
of the field hierarchy, add to the cost 
of equipment.” 

It adds to paperwork, too, Andersen 
points out. Where billing on a jobber’s 
sale is done by the manufacturer, 
there’s a lot of lost motion working 
invoices, credit checks and commission 
computations up and down through 
the field organization. 

New Pattern—There’s a better way, 
Andersen suggests. He believes a dis- 
tribution policy “more fitted to the 
times” should be adopted, with these 
features: 


e National advertising to achieve 
brand identification and product ac- 
ceptance. 

e Use of factory sales engineers to 
call on major oil headquarters to get 
their products on approved lists. 

e Elimination of all intermediate 
overhead and paperwork through re- 
liance on only one customer—the 
authorized jobber—in each market. 

e Direction of all sales through 
local oil equipment jobbers in each 
market, with the jobber backed up by 
engineering and _ technical services 
from the factory. 

e Stimulation of the jobber’s sales 
incentive by removing present restric- 
tions on accounts in his own territory. 

More Research—Any manufacturer 
who follows that basic pattern, Ander- 
sen maintains, will find his sales are 
better and his selling cost less. 

“Lower sales costs permit more 
product research. Gasoline marketing 
methods are in a constant state of 
obsolescence. Marketing companies 
need new and better equipment to cope 
with changes. Paradoxically most of 
the initiative for equipment improve- 
ment has been coming from the oil 
companies themselves, rather than 
from the equipment industry. We need 
to spend more money for research and 
less costly distribution can provide it.” 

Andersen believes the streamlined 
distribution methods he advocates 
parallel the thinking of oil companies. 
To prove it, he cites examples of 
situations in Minneapolis where major 
oil companies have authorized their 
local construction superintendents to 
buy equipment directly from a local 
oil equipment jobber—rather than 
through complex field organizations. & 





Gaskets for Dresser Couplings 

Small-diameter Dresser pipe coup- 
lings (%-in. thru 2-in.) can now be 
equipped with “Resist-Oil” gaskets 
(Dresser Grade 42). The new gasket 
compound offers superior resistance 
to condensates and aromatic and alli- 
phatic hydrocarbons and is said to 
retain its resiliency after years of 
exposure. 
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New Way to Was 


“6 ES ee ee ow 


FIRST YOU COVER the car twice with special ‘Sprayaway’ chem- 
ical. Job can be done without putting on boots and apron 





Equipment 


Cars at Stations 


IDEAL FOR SERVICE STATIONS—That’s the claim 
made for the new “Sprayaway” method of washing cars 
A man washing a car doesn’t have to wear rubber boots 
and a rubber apron. He can turn off the spray any time, 
says the inventor, and make an immediate and clean ap 
pearance at the pump island. 

A tank-compressor unit and a chemical are the com 
ponents of the process. Two coats of the Sprayaway 
chemical are applied to the car and then rinsed off with 
water. A rag or chamois is used to wipe off excess water 

Less than 10 minutes is said to be enough to wash and 
rinse a car. The manufacturer claims body paint lasts 
longer because dirt isn’t rubbed in by mitt or sponge; 
white sidewalls are sprayed clean; dirt is dislodged from 
grillwork, raised nameplates, wheels and other inacces 
sible places. 

Che chemical works on the principle of electrical charge 
repulsion. Dirt particles acquire a like charge that causes 
them to separate from each other and from the car sur 
face. The chemical is said to be harmless to the car and 
to hands and clothing. Century Enterprises, Inc., 1702 
FE. 6th St., Tulsa, Okla. 





THEN YOU RINSE the car with plain water. No rubbing with 
sponge or mitt is needed; the car is never touched by hand 


WHITE SIDEWALLS come clean without hand rubbing, claims 
Sprayaway’s manufacturer (Century Enterprises, Tulsa, Okla.) 


What's New in Equipment .. . 





Mixing device 

. for lube compounding provides si- 
multaneous mixing and homogenizing 
action. Milling head of the Willems 
Polytron has an inner ring of shearing 


blades, revolving at speeds up to 18,500 1%-in., 1%-in. 


Two hose swivels 


Diaphragm material 


. are of a new design to better with called “Fairprene” is offered for 
stand kinking and twisting stresses. An 
all-bronze model, P2831, for straight pipe Ihe synthetic elastomer sheet, developed 
fitting connections, is available in 1-in by Du Pont, i iid to have a higher 


gasoline dispensing pump application 


2-in. sizes The ibrasion rating than standard stock and 


rpm on a central shaft, encased within P2830, made in and 2-in. size is less affected by ozone and the new high 
a Stationary ring of shearing blades at- has an aluminum flange end especially iromatic fuels. Manufacturer claims the 
tached to a stationary outer tubular adaptable to aircraft fueling nozzles new material will resist the swelling 
shaft. The high speed of the inner ring Both have “O” ring seals, and ball-beat ffect caused by the new gasolines of in 
provides a strong pumping action. Bron- ing races that lock tail and body in creased aromatic content. F. J. du Pont 
will Scientific Div., Will Corp., Box 127, alignment. Milwaukee Valve Co., 2375 de Nemours & Co., Wilmington, Del 
Brighton Sta., Rochester 10, N. Y. S. Burrell St., Milwaukee 7, Wis Circle No on coupon, p. 170 
Circle No. 1, on coupon, p. 170 Circle No. 2, on coupon, p. 170 Continued on next page) 
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New Forms for Brodie Printing Meters 


A SPECIAL MANIFOLD FORM that 
includes a standard punch card for use 
in either IBM or Remington-Rand card 
punches has been developed for use in 
all Brodie meter printing counters. The 
form is readily adaptable for use in tank 
truck, loading rack or any other petro- 
leum transfer meters. In addition to the 
punch card, the complete form includes 
two carbon copies on lightweight paper 
to provide a receipt for both purchaser 
and seller. 

Ihe advantage of the system is said 
to be that the delivered gallonage is 
printed horizontally on the card so that 
the figures can be read more quickly 
and accurately when the card is in the 
key punch machine. When all necessary 
information is key-punched, cards may 
be run through the automatic sorter, 
computer and other data processing 
equipment for high speed posting, bill- 


® Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 
Your Inquiry will be forwarded to the manufacturer. Void after Dec. 1958 


ing, inventory adjustment, and so on. 
Ihe manifold forms can be made up 
by any printing firm handling this type 
of work, and can be tailored to the 
needs of any particular operation. Cards 
can even be _ pre-printed and pre- 
punched with the names of regular cus- 
tomers and kept on file for future use. 
When the system is used with meters 
having totalizer printers that show start 
and stop readings, delivered gallons can 
be entered either manually or by com- 
puters after the original figures have 
been punched. Zero-start printers, of 
course, show delivered gallons directly. 
The system is said to be practical for 
any company using automatic data proc- 
essing equipment with key punch ma- 
chines in which visual information on the 
card can be read by the operator. Ralph 
N. Brodie Co., San Leandro, Calif. 
Circle No. 4, on coupon, p. 170 


e FOR FURTHER INFORMATION 
On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 
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Carburetor gage sets 


. are strung on a bead chain in the 
recommended order of use. A separate 
set, at costs ranging from $1.40 to $3.90, 
is provided for Rochester, Stromberg and 
Carter carburetors, 2- or 4-barrel mod- 
els, dual or triple type. Kent-Moore 
Inc., 28635 Mound Rd., Warren, Mich. 


Circle No. 5, on coupon, p. 170 


Joint sealing compound 


* is a viscous adhesive that does 
not solidify but expands and contracts 
with metal. Replaces gaskets as well as 
sealing pipe threads on tankage piping, 
LPG cylinders, compressors, pumps, 


valves, pressure instruments and similar 
petroleum products applications. Margate 
Mfg. Co., Margate, N. J. 


Circle No. 6, on coupon, p. 170 





Swivel-arm lift 

. is a new version of the frame con- 
tact hoist that permits the operator to 
pre-set both the arms and the sliding 
contact pads to the proper undercar lift- 
ing pattern before raising the car. Maxi- 
mum longitudinal reach of 87-in. plus 
maximum width adjustment of 78-in. 
provides adequate undercar contact 
range to handle all U. S. and foreign 
cars including panel and pickup trucks. 
Globe Hoist Co., E. Mermaid Lane at 
Queen St., Philadelphia 18, Pa. 

Circle No. 7, on coupon, p. 170 





Outlet valve 


. employs a new “free-floating” design 
principle said to withstand winds of 65 
mph without toppling. The all-metal sign 
standard, for use on station driveways, 
supports pivoted sign sections that swing 
freely in a horizontal plane. Stout Sign 
Co., 6425 W. Florissant, St. Louis, Mo. 

Circle No. 8, on coupon, p. 170 
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Hydraulic drum lifter 


: can grab, lift and dump drums 
up to 55-gal. capacity. Unit has two 
separate hydraulic systems. Lifting is 
battery operated, with hand operation 
for clamping. Grab shoes are rubber 
lined to prevent damage to smooth con- 
tainer surfaces. Special Products Div., 
The Colson Corp., Somerville, Mass. 
Circle No. 9, on coupon, p. 170 








THERE’S ONE 


THING IN THIS 
CHANGING 
AUTOMOTIVE 
WORLD 








Vacuum cleaner 


. is designed for lag bolt mounting 
on service station pump islands. The 
Rocket Airpower cleaner operates from 
the station air supply; has a 14-ft. ac 
cordian vacuum hose; and a steel hous 
ing with baked enamel finish, 12 x 17% 
in. x 65% in. high. Rocket Equipment 
Corp., 2352 W. 58th St., Chicago, III. 


Circle No. 10, on coupon, p. 170 





THIS | GOTTA SEE... 
IF IT‘S TRUE 
IT’S FOR ME ! 
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Manual drum lifter 


may be operated by one man for 
vertical lifting and stacking of open or 
closed drums. Has 2,000-Ib. capacity 
may be used with fork trucks, chain falls, 
cranes or hoists; all welded construction; 
weight 26 Ibs. Pucel Enterprises, Inc 
3746 Kelley Ave., Cleveland 14, Ohio 
Circle No. 11, on coupon, p. 170 

(Continued on next page) 
















Equipment 


Two dry extinguishers 


in 20- and 30-lb. heavy duty models, 
have heavy gage steel shells, shock re 
sistant valves, reinforced discharge hoses 
and diffuser nozzles. Press-lever con- 
struction throws fast 15-20-ft. stream, 
fanning out 60 deg. Buffalo Fire Appli- 
ance Corp., 221 Crane St., Dayton 3, 
Ohio 


Circle No, 12, on coupon, p. 170 


Lift gate line 


has been redesigned to incorporate 
everal new features, chiefly a Road 
Shock Arrester. Purpose is to prevent 
up and down movement of the lift gate 
in transit, reducing pin and_ bushing 
wear. Also eliminates rattle and scuffing 
of rear doors, according to manufac 
turer. Anthony Co., Streator, Ill 


Circle No, 13, on coupon, p. 170 


Outdoor sign 


known as the Warren Ecliptic 
valve, has been improved by the addition 
of an external spring, to make it self 
closing. Designed as a low-cost, quick 
acting valve for petroleum tanks 
of fabricated steel, with stainless stem, 
brass disc, and easily replaced “O” ring 
seat. Betts Machine Co., Warren, Pa 
Circle No. 14, on coupon, p. 170 


BUDDY, YOU'D BETTER 

FIND A SERVICE 

STATION WITH A 
*FRAME-KONTACT” 


Made 


Dome lamp 

. . Of vapor proof construction for 
tank truck service, called the B-40D, is 
adaptable for compartment, cab or 
back-up light. An internal “O” ring seal 
of lens to housing is said to exclude 
completely all exterior conditions but 
permits easy lens removal by prying. 
Betts Machine Co., Warren, Pa. 

Circle No. 15, on coupon, p. 170 


Car washer 

employs a special chemical com- 
pound said to polarize dirt particles. 
Manufacturer says that vehicle cleaning 
is accomplished by spraying and rinsing 
only. Price $395. Choldun Mfg. Corp., 
331 East St., New Haven, Conn. 


Circle No. 16, on coupon, p. 170 


Literature . .. 





AEA Handbook 


. gives necessary adjustment and test 
specifications on starters, generators, dis- 
tributors and regulators. This is the 
1958 edition of the manual compiled each 
year, listing data by make and _ unit 
model number. Price $1.25 per copy 
from Automotive Electric Assn., 16223 
Mevers Rd., Detroit 35, Mich. 


Circle No. 17, on coupon, p. 170 


*FRAME-KONTACT’”/,.. 
THIS ANCIENT OPERA- 
TION STILL STOCKS 

SOLID TIRES / 


Pump manual 

. is both a guide and check list for 
installation, operation, trouble shooting, 
overhaul and routine maintenance of 
common types of pumps. “Pump Opera- 
tion and Maintenance” by Tyler G. 
Hicks, BME; 310 pages and hard cover; 
Price $9. McGraw-Hill Book Co., Inc., 
330 W. 42nd St., New York 36, N. Y. 

Circle No. 18, on coupon, p. 170 


Drum specifications 


. are detailed in two new pamphlets. 
One covers Vulcan’s new 55-gal. tight 
head Uni-Drums with interlocking loops. 
Other covers company’s open and tight 
head 55-gal. drums; single and double 
blade agitator models; open and closed 
15-gal. drums and open grease units. 
Vulcan Containers Inc., Bellwood, III. 

Circle No. 19, on coupon, p. 170 


Fluorescent lighting 

for service stations covered in a 
new catalog from Anthony Electric 
Corp., makers of the new Imperial “Y” 
light. Fixture said to have true four-way 
tilt making possible any angle adjustment 
desired. Completely porcelainized for 
long life. Anthony Electric Corp., 400 
S. Desplaines Ave., Forest Park, Ill. 

Circle No. 20, on coupon, p. 170 


Car styles and car dimensions are constantly 
undergoing radical changes. But for the servicing 
industry, the car handling ability and profit producing 
value of GLOBE “Frame-Kontact” HOISTS remains 
unchanged. Whether the car is new or old, whether 
the frame is box, bowed, “X” type, unit or semi-unit, 


the “Frame-Kontact” Hoist will lift them all . 


..and 


at manufacturers’ recommended pick-up points with 
reach to spare. Spotting is easy, pick-up is positive. 
Yes, GLOBE “Frame-Kontact’” HOISTS are 
designed to lift the cars of today and of the future, 
and they are built to last more than long enough to 


prove it! 


HEY! stToe 
YAKKIN’,., 
ANO GIMME 


A HAND / 


Equally important, mechanics 
like “Frame-Kontact” Hoists, They 
work faster and better because all 
undercar parts are accessible. They 
can see and reach the job easily, turn 
out more jobs in less time. 

The “Continental-18” Adapters 
eliminate the need for swiveling of 
heavy members that block access to 
underside parts. 


NATIONAL PETROLEUM NEWS * September, 1958 





All weather motors 


. are suited for unprotected outdoor 
pumping service. The Climatized Hol- 
low Shaft design is said to offer op- 
timum resistance to moisture and chem- 
ical contaminants, with high mechanical 
strength. Ratings up to 2,000 HP de- 
scribed in Bulletin 2450, Louis Allis Co., 
Dept. P, Milwaukee 1, Wis. 

Circle No. 21, on coupon, p. 170 


Fire control 


for petroleum, petrochemical and 
LPG storage and for petroleum testing 
laboratories is discussed in a 42-page 
brochure: “Special Hazard Fire Protec- 
tion.” Water spray, foam and carbon 
dioxide fixed extinguishing systems are 
described in non-technical language. 
Grinnell Co., Providence 1, R. 1. 

Circle No, 22, on coupon, p. 170 


Carburetor handbook 


. .. iS a revised edition of a 46-page 
booklet that describes in non-technical 
terms the basic functions of an automo- 
tive carburetor and its various parts. 
Common carburetor troubles are out- 
lined, with tips on how to correct them. 
Pennsylvania Refining Co., 2785 Lishon 
Rd., Cleveland 4, Ohio. 
Circle No. 23, on coupon, p. 170 


Wheel service bulletin 


. describes Bear equipment for wheel 
balancing, alignment, straightening, etc. 
Bulletin C-358 contains illustrations of 
Bear’s new Telaliner; low cost gage sets 
for the small shop; many special gages 
and tools; Cadillac adaptors and new 
Cadillac wheel weights, etc. Bear Man- 
ufacturing Co., Rock Island, IIL. 

Circle No. 24, on coupon, p. 170 


Hose retriever 


.. . Known as the Hunter “Holdout” for 
service station pumps, is covered in a 
new data sheet. Sheet shows operation 
of the compact reel that fully supports 
gasoline pump hoses without any exter 
nal latching mechanism. Bulletin 610-R3, 
Reel Div., Hunter Spring Co., 1 Spring 
Ave., Lansdale, Pa. 


Circle No. 25, on coupon, p. 170 


Wiring bulletin 


. called “Service Station Lighting and 
Wiring” is a new 24-page manual. It 
combines recommendations for electri- 
cal installations conforming to the Na- 
tional Electrical Code with listings of 
manufacturer's Condulets and_ flood- 
lights. Copies of Bulletin 2704 free from 
Crouse-Hinds Co., Syracuse 1, N. Y. 

Circle No. 26, on coupon, p. 170 


Hose reel catalog 


describes the Croft line of hose 
reels for dispensing air, water, oil and 
lubricants from overhead installations in 
conventional service stations; for dispens 
ing fuels and lubricants from portable 
service stations; and for box-type pit 
units for dispensing air and water. Wi/ 
liam Turk Co., 11070 8. Alameda, Lyn 
wood, € alif. 
Circle No. 27, 


(Continued on next page) 


on coupon, p. 170 


Users of GLOBE “Frame-Kon- 
tact” HOISTS report servicing time 
is reduced up to 50%, servicing prof- 
its are increased from 30% to 50%. 
Jobs roll in and out faster permitting 
a lucrative increase in volume. 

“Frame-Kontact” provides re- 
laxed suspension . . . the wheels hang 
free permitting full penetration of the 
lubricant to all wear points. Single- 
post construction gives greater under- 
car accessibility to all lube points, 
muffler, front end suspension, etc. It 
is ideal for brake work and tire chang- 
ing or rotation . .. for all maintenance 
and service normally supplied by a 
service station. 


“CONTINENTAL-18” ADAPTER has 
18” arms that rotate 360°, for quick and 
easy lifting, completely flexible adjustment. 
Maximum reach, 87” in length and 75” 
in width ... more than enough to accom- 
modate all wheelbases and treads. Three- 
position flippers provide clearance as 
needed. 


PLEASE 
TURN 
THE 
PAGE 
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Equipment 


Wheel balancing 


. and wheel aligning equipment, parts 
and operating instructions are covered 
in a series of nine new pieces of lit 
erature. Included are illustrated catalog 
pages on such special products as adap- 
tors for sports and foreign cars. Hunter 
Engineering Co., Hunter Ave. and La 
due Rd., St. Louis 24, Mo. 


Circle No, 28, on coupon, p. 170 


Hydraulic jacks 


. can be repaired by service station 
operators by using Jack-Pack “repair-it- 
yourself” hydraulic jack repair kits. The 
repair kits and their use are described 
in a new illustrated folder free on request 
from the Jack-Pack Manufacturing Co., 
2115 North Marianna Ave., Los An- 
veles 32, Cal. 


Circle No, 29 on coupon, p. 170 


Valve catalog 


V-58 covers the Mercoid line of 
magnetic and motorized valves. The 
24-page catalog illustrates and lists 
specifications of the entire valve line, 
and also includes flow charts and dimen 
sional drawings. The Mercoid Corp., 
4201 Belmont Ave., Chicago 41, Ill 


Circle No. 30, on coupon, P 170 


Manufacturers... 





Handling and storing loaded barrels 
at Esso’s Pittsburgh plant has _ been 
simplified through use of a FMC Barrel 
Loader developed by Food Machinery 
and Chemical Corp. Hydraulically op- 
erated and electrically controlled, unit 
is capable of handling up to 3000 Ibs. 
per pallet. Container sizes are inter- 
changeable through use of an electric 
eye which adjusts machine to handle 
barrel sizes ranging from 455-lb. drums 
to 35-lb. pails. Stacked 12 high on 4’x4’ 
pallets, barrels are conveyed to fork lift 
trucks. 

* 

Weatherhead Co. is offering a new F-3 
cabinet to hold brass fittings, drain and 
shut-off cocks, Cabinet is steel, has 20 
drawers. Fleets and service stations may 
obtain free from Weatherhead suppliers. 

* 

Manufacturers of air compressors have 
worked up a proposed new set of safety 
standards, revising the existing standards 
known as ASA-B-19, adopted in 1938. 
Interested parties may obtain copies of 
the tentative standards free of charge 
by addressing a request on a letterhead 
to D.M. Shackelford, Standards Admin 
istrator American Society of Mechanical 
Engineers, 29 W. 39th St., New York 
18, N.Y 


Compco Corp., manufacturer of serv- 
ice station lighting equipment, is now 
located at 1800 N. Spaulding Ave., Chi- 
cago 47, Ill. The new plant has 200,000 
sq. ft., almost double the capacity of 
former quarters. 

w 

R. N. G. Oil Equipment Co., Ltd., has 
enlarged and remodeled its building at 
4420 Iberville St., Montreal, to provide 
about three times the space formerly 
used. As part of the expansion move, 
the sales staff has also been increased. 

* 
Steber Manufacturing Co., manufacturer 
of service station lighting fixtures, has 
been sold to Pyle-National Co., a Chi- 
cago manufacturer of electrical fittings 
and lighting equipment. Steber will 
operate as a Pyle-National division. 

e 

Waverly Petroleum Products Co., 
Philadelphia, is now packaging its min- 
eral oil-and-grease absorbent, known as 
Hi-Dri, in 25-lb. bags to minimize waste 
in pouring. It was formerly available 
only in 50-lb. bags. 

* 

Aro Equipment Corp., maker of lubri- 
cation equipment, has opened a new fac- 
tory branch at 5 Newcomb Place and 
Rahway Ave., Elizabeth, N.J. The new 
branch will be under the direction of 
Hal Fryer, head of the New York 
branch. 


FOR THE FASTEST WAY TO SPEED REPAIRS AND INCREASE 
PROFITS, SPECIFY GLOBE “Frame-Kontact”’ HOISTS 


It will pay you to investigate these features as 
well as the other outstanding advantages in equip- 
ping Service Stations and Repair Shops with 


“Frame-Kontact.” 


And remember, all Globe Hoists will handle 


all vehicles . . . always! 


WRITE FOR YOUR 
FREE COPY of the NEW 


room to spare. 


e Reinforced superstructure for extra strength. 

e@ Single-post with two-fisted vertical alignment for long life. 

e “Surface-packing” of cylinder keeps oil in, dirt and water out. 
e “Continental-18” Adapters reach all pick-up points with 


e Floor-hugging profile provides clearance for the lowest 


slung cars. 
e@ 8000 pound capacity. 


Choice of semi- or full hydraulic operation. 


ee | 


28-PAGE GLOBE AUTO- 
MOTIVE CATALOG, 


Contains 


technical data 
and complete specifications 


v 


for all of GLOBE’S FA- 
MOUS HOISTS FOR 


THE 


ENTIRE AUTO- 


MOTIVE INDUSTRY. 
GLOBE HOIST COMPANY 
East Mermaid Lane at Queen Street 


Philadelphia 18, Penna, 


So THE BEST LIFT \O 


al 
a | 


’ 


THE WORLD'S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS 


SS 


|RAME KRONTAL 
TwO POST ‘ 


FREE WHEEL TYPE AUTO 


ze, /] c= + 
A, = a “yy 


ROLL-ON TYPE, AUTO TWO POST AUTO 


TWO POST, TRUCK 


> us er, =—4 
y . 
+} 


JUR POST ELECTRIC AUT 
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MICHIGAN 


Gashoy’ umes 


For every size consumer- 
commercial account. 
THE AMCO CORPORATION 
5733 Grand River Ave., 
Detroit 8, Mich. 


NEW JERSEY 





OPW Valves and Fittings 
Blackmer Pumps 


Erie Pumps and Equipment 


Price Signs 
Repair Parts for 
all Pumps 


TEN HOEVE BROTHERS 
359 Mclean Bivd., Paterson 3, N. J. 











NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 








EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich, 

Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 


DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose, 
211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS _ TRUCKS 
SERVICE STATIONS 
Member NAOEJ 











Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 











Personnel... 





Edward L. Copony heads a _ newly 
created section of the Wayne Pump 
Co. called the research and develop- 
ment dept. He was formerly with Vick 
ers, Inc., Philco Corp., and Chrysler 
Corp. 

+ 

EK. M. Laine, manager of purchase 
and stores for Shields, Harper & Co., 
Pacific Coast oil equipment distributor, 
has been elected president of the Pur- 
chasing Agents’ Assn. of Northern Cal- 
ifornia, Inc. 

° 

Richard V. Gregory is the new dis 
trict manager for OPW Corp., oper- 
ating out of a regional office at Min 
neapolis. He will work with jobbers 
and oil companies in Wisconsin, North 
Dakota, South Dakota and Minnesota 


° 

Warren J. Dubsky is the new head 
of the engineering department of Wayne 
Pump Co. He was formerly Project En- 
gineer at the Ft. Wayne plant. He holds 
an ME degree from Purdue and is a 
member of the Society of Automotive 
Engineers 


Gordon D. Zuck, 
president of Vul- 
can Steel Container 
Co., Birmingham, 

Ala., is heading up 

a new container 

concern in Dallas, 

Tex., known as the 

Southwestern Steel 

Container Co. Like 

Vulcan, the new 

firm will make all 

popular styles and Fuck 

sizes Of steel ship- 

ping containers for petroleum and other 
products. Southwestern will serve custo- 
mers in Texas, Oklahoma, Arkansas 
Louisiana, New Mexico, Colorado and 
Arizona. When ready, its plant in Dallas 
will offer container lithographing and 
printing facilities. Other officers are Fred 
A. Kusta, vice president; Charles B. 
Little, Jr., vice president and sales man 
ager; Ruth Janet Zuck, secretary-treas 
urer. 

Herbert F. Fagot has been added to 
the Chicago sales staff of Vulcan Con 
tainers, Inc., Bellwood, Hl. He was for 
merly a container salesman with the 


products division of U. S. Steel 


Pease ea |] aes 


g WHY DESTROY YOUR OLD, OBSOLETE 
DEHYDRATOR TANKS? YOU CAN 

EH UP-GRADE THEM TO HANDLE 

H AVIATION FUELS UP THROUGH JP-5 

| ERHHHHH HE 
100% WATER REMOVAL * 99.98% DIRT REMOVAL 


with fueling schedules. 


minimum cost. 


An ACCEUTED and APPROVED filter/separator that 
makes old tanks as modern as tomorrow’s fuel. 
Briggs Conversion Units are in wide use through- 
out the country. They are installed in old de- 
hydrator tanks with NO EXTRA PIPING . . NO 
HOT WORK, and with very little interference 


ALMOST ALL OF YOUR PROBLEMS COVERED 

The Briggs aviation filter/separator manual covers 
practically every type of installation from tank 
trucks to above and below ground tanks. Shows 
how to upgrade your present dehydrators with 


WRITE FOR BRIGGS UP-TO-THE-MINUTE 
FIELD MANUAL. NO COST. NO OBLIGATION 


AVIATION FUEL FILTER/ SEPARATORS 


FOR TANK TRUCK INSTALLATION ‘ 
FOR CONVERSION * FOR NEW INSTALLATIONS \* 


THE BRIGGS FILTRATION CO., DEPT. 261, WASHINGTON 16, D. C. 


SEND ME YOUR FIELD MANUAL . 
of refueling installations. 
a Name 


Address 
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. covering all types 




















Now 
Hosick 
minds 
his own 
business... 





and makes it pay 


Managing his own Shell station 

is a new and profitable 
“insurance policy”’ for veteran 
insurance executive Percy Hosick 

















Hosick keeps posted on promotions and 
service techniques through regular Shel- 
lubrication Bulletins. Here he passes on a 
few valuable tips to his staff. 


NATIONAL PETROLEUM NEWS °* September, 1958 





Beas Hosick made the big decision. 

After 21 years, he left a secure position with an 
insurance company to open his OWN Shell station in 
Hayward, California. The reason? Percy wanted a 
chance to be his own boss—to increase his income—to 
insure his future. 


How did Shell come into the picture? Percy found 
that Shell products and the Shell merchandising tips 
would enable him to give consistently good service. 
And the clincher—well, conversations with dealers in 
the Hayward area convinced him that Shell offered the 
best dealer-supplier relationship in the industry. 

The groundwork was done long before Percy’s brand- 
new two-bay service station even opened for business. 
Percy attended the Shell Advanced Retail Training 
Center—and with Shell’s help, he spent every spare 
moment boning up on the station business. By the 
time the station opened, he was sure he could make a 
success of the program he and Shell had mapped out. 
Result? Well, many competitive dealers in the Hayward 
area can now find former customers at Percy’s pumps! 


Hosick’s Shell Service opened to excellent business 
2 years ago. And now—business is bigger and better 
than ever. Monthly gallonage averages out to 50,000. 
Two full-time and three part-time employees are now 
on his staff. All of them are graduates of the Shell 
Advanced Retail Training Center. 

How to bring in the business that keeps a staff like 


For a new resident—a personal call. 
Mrs. N. Oliver hears one of Percy’s sales talks, 


that busy? Hosick checks local newspapers for new 
arrivals in the rapidly expanding Hayward area. Then 
he or one of the crew calls on them in person (an old 
insurance habit—and a good one). Hosick explains, 
‘‘Many of them are from out-of-state and want to get 
settled in town.”’ And through these visits, many of 
them get off to a good start with Hosick’s Shell Service. 
Percy follows up this personal solicitation by telling 
every customer who pulls in that he’s pleased they 
like his service. And often he asks if they can suggest 
any improvements. 

Another project that pays off for Percy is Shell’s 
TBA deferred payment plan. This plan is part of 
Shell’s credit card program, and Percy often refers to 
it as “‘life insurance.”’ For example, a customer who 
needs new tires right now can have them in minutes 

. and drive in safety while he pays over a period 
of months. Percy now averages $2,000 a month in 
TBA sales. 

Percy looks on Shellubrication 1,000-mile service as 
a form of insurance too . . . for dealer and driver. The 
driver knows his car is going to be kept in top shape; 
the dealer can count on a regular income. Percy and 
his staff solicit Shellubrication jobs regularly. And the 
pay-off . . . 600 active Shellubrication customers! 

Percy Hosick is now the proud owner of a growing 
and profitable business. Any regrets? Only one. Says 
Percy: “I just wish I’d gotten together with Shell a 
long time ago!” 


Percy explains to a customer the importance of 
lubricating wheel bearings every 10,000 miles to 
prevent friction wear and insure longer life. 


It pays to be a Shell Dealer 


—and your nearest Shell office will be glad to tell you why. 
Ask for the District Manager. 
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profitable deliveries assured 


I Mobigas 


YAN ORISSE OIL C0, 


Abana 


MODEL 500B—1200 gallon, custom- 
built, 5 compartment (400-300-200- 
200-100) truck tank featuring double 
bulkheads, 44” bucket box with door 
on both sides, Designed for combina- 
tion gasoline and fuel oil deliveries. 


with 


FLAMMABLE 


TRUCK TANKS 


More and more PROGRESS truck tank owners are on 
the move .. . UP! Advanced, functional design and PRO- 
GRESS built-in dependability add up to prompt, efficient 
delivery service ...and PROFIT! 

All PROGRESS truck tanks are feature-fashioned to indi- 
vidual customer requirements to assure economical handling 
of gasoline or fuel oil delivery operations. 

Tell your nearest PROGRESS representative what your needs 
are and let PROGRESS help you move your profits . . . UP! 


EQUIPMENT: 2, 3-gallon A. E. tanks, 2, 2” 
line strainers, 2 PROGRESS 125’ hose reels in 
bucket box: one for curb side, one for street 
side deliveries, 2 meters and 2, 2” Roper 


pumps on saddle behind cab. 


MANUFACTURING CO., INC. 
ARTHUR, ILLINOIS 


rede mabe ae if it’s liquid, thre re "e a PR IGRESS truck tank to fit Your need 
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A GREAT ENGINEERING ACHIEVEMENT AND 


A GOLDEN SELLING OPPORTUNITY! 








SEE WHAT THIS AMAZING NEW 

PREST-O-LITE VIBRATION PROOF HI-LEVEL 

WILL DO FOR YOUR BATTERY BUSINESS! 

WRITE, WIRE OR PHONE FOR COMPLETE DETAILS! 


TURN PAGE 
SEE REVERSE SIDE ! 





Prest-0-Lite Vibration Proof Hi-Level... guaranteed 50 months 
...@liminates 2 out of 3 power failures in heavy duty service! 


PREST-O-LITE VIBRATION PROOF HI-LEVEL 
ou hae Ee A RE 5 


' 
th ORDINARY BATTERY 


| 
| 
! 



































DY Bean sated STARTING VOLTAGE 
a ee ee 
200 300 400 500 600 700 800 


VIBRATORY UNITS—HOURS 


SEVERE SERVICE 
OPERATION LIFE 


Here’s why the name “Vibration Proof” 


VIBRATION PROOF 
HI-LEVEL 


After more than, 1,000 hours of 


ORDINARY BATTERY 


After 55 hours of severe service 


testing, ordinary battery of severe service testing, Prest-O 


standard construction has failed 
mechanically. Plates have shed 
valuable power-producing 
material. Electrolyte has 
leaked through seal at top of 
battery case 


Lite Vibration Proof Hi-Level 
is still like new, delivering full 
power. Vibration Proof resin, 
shown in red, anchors plates to 
case so that severe service failure 


Is impossible 


really means what it says. This graph 
dramatically shows how Prest-O-Lite 
Vibration Proof construction continues 
to deliver full voltage after more than 
1,000 hours of severe service testing. 
Notice how abruptly ordinary battery 
failed after only 55 hours of testing. 





VIBRATION-PROOF 


lve === 


50 MONTH GUARANTEE on Prest-O- 
Lite Vibration Proof Hi-Level carries 
Factory Registration by serial number in 
the owner’s name. Wallet-size guarantee 
card honored by any Prest-O-Lite bat- 
tery dealer in the world. Adjustments are 
quick and easy and profitable to dealers! 


— 


“prestolite 


VIBRATION PROOF / 


] Prestolite 
nie 


Beautiful sales-making displays un- 
equalled in the industry. All the sales 
helps you need to bring in the customers. 








Pres 
Vibration i te Lite | 


You get hard-hitting support from radio, 


television and newspaper advertising right 


in your own neighborhood directed by 
your Prest-O-Lite Distributor. 





You stand to make more profit than on 
other batteries... in fact up to5 TIMES 
the profit you get from the sale of an 
ordinary battery! 








Dresto-lite. BATTERIES 


CALL YOUR PREST-O-LITE BATTERY WHOLESALER 
OR PREST-O-LITE BATTERY SALES OFFICE, TOLEDO 1, OHIO 





Distillates Jump the Gun 


Jobbers should watch heating oil prices closely in September. The general feeling is 
that distillate prices will be particularly strong and buying early will be money in the 
bank. 

Heating oils have been gathering strength all summer. The Gulf Coast and East 
Coast off-season advances reflected this strength. Open market traders are saying 
these hikes were the start of a trend. Strength also was apparent in the Mid-Con- 
tinent and Midwest when refiners began raising their heating oil prices on Aug. 18 
A Twin Cities area refiner said his jobbers were back on a 4¢ margin for No. 2 
fuel after a 4.5¢ margin all summer. 

Reasons for distillate’s strength are basic: 

e@ Supplies are in good balance. Stocks east of the Rockies are down more than 
10% from a year ago—to some 15-million bbl. at mid-August. Several Gulf refiners, 
sitting snug and in-balance, have marked their No. 2 fuel tanks “for regular accounts 
only.” 

e@ Prices are due for a raise, say refiners. They point out that distillates have 
scarcely recovered raw material costs since last winter’s price tumbles. Some even 
say distillates have been selling below cost, taking all into account. 

e@ There’s pressure for better profit margins. Semi-annual statements made bad 
reading in August. 


Gasoline: Consumers Still Call the Tune 

Gasoline prices tried to move higher in some wholesale markets in August, but 
couldn’t make the grade. Higher yields from crude still had large consumers calling 
the tune on prices. Despite all the feeling in the trade against cutthroat marketing of 
gasoline, there were increasing complaints about commercial accounts getting “give- 
away prices to keep the stuff moving.” Pointing up such deals was one in Chicago 
where a national consumer signed up for 30,000 gal. monthly of 92-oct. material at 
12¢, delivered, or about 1¢ off the jobber price for unbranded material. In the Twin 
Cities, a wholesaler lost a regular department store account he held last year (at 
0.875¢ off the posted price) to a refiner who captured the business at 1.25¢ off posted 
prices. (For a full report on commercial accounts, see p 116.) 


Fall Phenomenon 

Retail gasoline wars are showing up again as a regular feature of the fall season. 
The usual sensitive markets—the Southeast, parts of New England, parts of Texas 
areas of Michigan—again are showing an edginess that traditionally presages sharp 
price cutting lasting for months. 


YOUR GUIDE TO NPN PRICES | 
Market barometer page 183 
Refinery and terminal prices 184 | 
Key crude oil prices 185 | 
Tank wagon prices 186 
Gasoline consumption by states 188 
Gasoline prices for 55 cities 189 
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OR PREST-O-LITE BATTERY SALES OFFICE, TOLEDO 1, OHIO 


STOP STALLING ir. 














ICE-CONDITION YOUR GASOLINE FOR WINTER DRIVING NOW 


Use UNICOR’- LHS—give customers sure-fire  UNICOR-LHs oFrers THESE 6 Bic anaes 
prevention of carburetor icing. why take chances with >) MOST POTENT antiicing agent, not jist a deicer. 


: F Prevents stalling due to ice formation—40 times more 
your reputation next winter? Make sure your gasoline is safeguarded effective than alcohol types. 2) NO DILUTION of gas- 
against carburetor icing. Give it sure protection with UOP’s amazingly oline. Used in low concentration, causes no Significant 
ee ee eee S AMAZINE'Y joss in BTU value of gasolines. 3) CONVENIENT, ECO- 
effective new anti-icing agent—UNICOR-LHS! NOMICAL. Less than half the cost of ordinary anti-icers. 

X . Applied anywhere—refinery, bulk plant or filling station. 
UNICOR-LHS added to your gasoline keeps cars rolling, customers happy. 4) INSTANTLY MISCIBLE in even lightest components 
Convenient and economical to use, this fast-acting new anti-icing addi- of high vapor pressure winter-grade gasolines, is not 
es ne letenduned anviitees..vetueey tile elent wp Ollaw abel! water soluble. 5) PREVENTS RUST and corrosion all 
tive can be introduced anywhere—refinery, bulk plant or filling station— along the line—from refinery processing equipment 
at less than half the cost of ordinary anti-icers. Furthermore, UNICOR- through distribution and storage facilities. 6) PROVIDES 
LHS retains its effectiveness indefinitely after adding to gasoline. FULL PERMANENT PROTECTION until fuel is burned. 


IMMEDIATELY AVAILABLE—samples, commercial quan- 


One of a widely-used line of UOP inhibitors and additives for improving tities and information on most economical way to use. 
liquid fuels and protecting equipment, you can depend on UNICOR-LHS 
to do the job—to prevent carburetor icing, stop stalling. 


This diagram shows 
how thin coating of 


F l ‘ola untities, ice on carburetor 
or samples or commercial quantities valve shuts off gaso- 


and how-to-use-it information, write: line mixture, causes 


( UNIVERSAL OIL PRODUCTS ComPANY gD exit tns 


vents such ice forma- 
80 Algonquin Road, Des Plaines, Illinois, U.S.A. tion and stalling. 














! PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 
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Refinery and Terminal Prices 








All prices are supplied by Platt’s Oilgram Price Service, NPN‘s as- 
sociated publication. Arrows indicate upward or downward movement 
of the price preceding the arrow. Prices as of August 15. Last previous 


listing: July 15 


Motor Gasoline 


Gulf Coast Cargoes--* 





100 oct. prem 13. 25-15. 25 
10 oct, prem 12 875-14 5 
0% oct. prem 
eb. pret 
5 oct, prem 
t. preio 
12 oct. reg 
10 oct. reg 
47 oct. reg 
M4 oct. reg 
83 oct. reg 
) oct. reg 
70-72 oct. M 1.5-10W 


Albany, N. Y. 
Us oct, prem 


Y2 oct, reg 


Baltimore, Md 
YS oct, prem 


96 oct, prem 


92 oct. reg 12 UA 


YO oct, reg 


Boston, Mass 


YX oct. prem 16. 2A-17 2A 
96 oct. prem 16.2 17 24 
92 oct. reg 13.9 14 7A 
40 oct. reg i A 14..7- 
Buffalo, N. Y. 

98 oct. prem... ..18.9 

92 oct. reg 15.4 


Charleston, S. C. 
Yi oct. prem 

95 oct, prem 

90 oct. reg 


S, oct, reg 


14,654-17.1 
1444-14 65 
12 65 A-14.6 
12. 4A-12. 65 


Chicago, 1! 


98 oct. prem 14.75-16.3 
97 oct. prem 14.25-14 75A 
92 oct. prem 12. 625-13, 125 
Ol oct. reg 12.5-13A 
80 oct. reg 12.25-12.75A 


Detroit, Mich. 

98 oct. prem 16 

92 oct, reg 13.75 
Houston, Tex. 
97 oct. prem 
90 oct. reg 12.7-12.75 
Jacksonville, Fla. 
97 oct, prem 

00 oct. reg 
Miami, Fla. 

97 oct, prem.....15.4 

90 oct. reg 13.4 
Minneapolis-St. Paul, Minn. 
98 oct, prem 16.25 

8Y oct. reg 3.5 
Mobile, Ala. 
WY oct. prem 
90 oct. reg 
New Orleans, La. 

Vi oct prem 

00 oct. reg 

Norfolk, Va 

O8 oct, prem 15 OF A 18.5 
96 oct. prem 15.054 

9? oct. r¢ 13.05 A- 14.9 
00 oct. reg 13.054 
Pensacola, Fla 


17 vet, prem 15 

00 oct, re ld 
Philadelphia, Pa 

98 oct. prem 7.3-18.3 
92 vet, re 14.5-14.8 
Port Everglades, Fla 

97 oct, pren 14.8-16.4 
VO oct, re 12.8-13.4 
Savannah, Ga 

97 oct, prem 16.4 
1 oct, pret 

10 oct. re 13.4 





Tampa, Fla 

07 oct, pren ~ 14.7-1 
90 oct. rey Pee Pe lee | 
Wilmington, N.C 
07 oct, prem | 
oct, prem ! 
00 oct, reg ] 
R87 oct, re l 
Okla, (Okla. Shpt. 
8 oct. prem I SAGA 
8Y ock, reg LALA 
Okla. Group 3 (Northern Shpt 

1% oct. prem 14 75-15 75A 
89 oct, reg 12Q-12.75A 


184 


N. Tex. (Tex. & New Mex. Shpt 
97 oct, prem 55 3 
05 oct. prem 
8S oct. reg 12. 75-14. 26 

86 oct. reg 12.75-13.75A 
84 oct. reg 12.75-13.75 
W. Texas (Tex. & New Mex. Shpt 
97 oct. prem 15 625A-15 75A 
95 oct. prem 1 5-15 5 
88 oct. reg l 
86 oct, reg 1 
84 oct. reg l 
E. Texas (Truck transport lots 
97 oct, prem 7 
SS oct. reg 


15-15 75 

13.25-13.5 
86 oct, reg 13-13.75 

13-13 


84 oct. reg 25 


Cent. W. Tex. (Truck transport lots 


97 oct. prem 15.875 
05 oct. prem 15 125 
88 oct. reg 4 

86 oct. ree 13.5 
84 oct. reg 13.25 
60 oct. M & be 

low 13.25 


Ark. (For shpt. to Ark. & La 
14.5 


98 oct. prem a 
94 oct. reg 13. 25A 
92 oct. prem 12 75A 
8Y oct, reg 1A 
86 oct. reg 11.75 


84 oct. reg 11 5A 
Kans. (For Kans. destinations only 
98 oct. prem 15 
&Y oct, reg ] 
60 oct. M & be 

low 11 75-12 25A 


Western Penna. Bradford-Warren 


55 16 
44+ - 


94 oct. prem 14 75 

KR oct. reg 13.5 

Oil City 

94 oct. prem 14.75-15.5 
8K oct. reg 13.25-13.75 
Pittsburgh 

94 oct. prem, 15.4 

88 oct. reg 13.65 


Ohio— Quotations by Sohio for 
delivery to Ohio points 


90 oct. reg. 14 6A 
Central Michigan 

100 oct. prem 16.75 
98 oct. prem 16 

92 oct. reg 13.75 


California-Los Angeles District 


ack: 

98 oct. prem 15.2A-16.7 
94 oct. prem 14 15.6 
88 oct. reg 13 13.6 
84 oct. reg 12 13.6 


Tank Car 

98 oct, prem 15 

94 oct. prem 14 15.6 
13 13.6 
12 13.6 

Tank Truck (400 gal. or more 

06 oct. prem 20.6 

4 oct. reg 17.4 

San Francisco District 

Tank Truck (400 gal. or more 

96 oct. prem 21.1 

04 oct. reg 17.9 


Distillates & Fuels 


Gulf Coast Cargoes 

11-43 ww. kero... 8 8754-9 125A 
No. 2 fuel 8 625A-9V 
18-52 d.i. gas oil. 8. 875 A-9.5 
13-47 d.i. gas oil. .8. 754-9. 256 
Junker C fuel $2.25-2 40A 
Junker C fue 
max, 1° ilf 
Albany, N. Y. 
Kerosine, No. 1... 10 64 

No, 2 fue LO. LA 
Diesel oil, shore 

plant 105A 

No. 4 fue $3. 38-4 ODA 
No. 6 fuel, no 


iil, guar 


Baltimore, Md 
ol 


SR oct. reg 


84 oct. reg 











No. 6 fuel, no 


sulf. guar $2.68 
do barges $2.65 


Light Diesel, 

bunkers $4 ISA 
Heavy Diesel, 

bunkers $3.90 
Sunker C, 

bunker $2.65 


Baton Rouge, La. 


Kerosine, No. 1. .10.2 


bunker : $4.10A 
bunker $3,854 


bunker $2 35 


Boston, Mass. 


Kerosine, No. 1.10 54 
No. 2 fue 10 


Diesel oil, shore 
plant 104A 
No. 5 tue $3.32 
N 6 fue n 
jar $2 74 
lo barge $2. 6 


Buffalo, N. Y. 


Kerosine (a 11.45 A-11. 754 
Diesel fuel (a 11 45 A-1L.75A 
No. 2 fuel (a 11. 05-11.35A 
No. 5 fue 9.05 

No. 6 fuel 8 85 


i) Prices of some sellers to bulk com- 


mercial consumers are 0.15¢ higher 


Charleston, S. C. 
Kerosine, No. 1.10.64 
No. 2 fuel 103A 
Diesel oil, shore 


planis 104A 


No. 5 fue $2.92 

No. 6 fuel, no 

ilf. guar $2.65 
do barges $2.62 


Light Diesel, 

bunkers $4.21A 
sSunker ( 

bunker $2.62 


Chicago, III. 
Range oil, No. 1..10.25-12. 354 


No. 2 fuel 9 5-11.35 
No. 5 fuel, low 
sulfur 7.95 
No. 5 fuel, high 
sulfur 7.9-8 
No. 6 fuel, low 
sulfur 6.9 
No. 6 fuel, high 
sullur 6. 65-6.75 
Cleveland, Ohio 
No. 5 fuel 
No. 6 fuel & 5* 
*Delivered Cleveland 
Corpus Christi, Tex. 
No. 6 fuel, no 
ilf. guar $2.38 
do barges $2.35-3.15 
Junker ( 
bunker $2.35 
Detroit, Mich. 
Diesel o 11.85 
y 1 fu 11 85 
it 10. 85 
> Tue s ” 
t f SD 


Houston, Tex. 
rosine, No. 1, 10-11 


N “ ) 5-10.75 
lo barges ) 25 
Diese hore 
plant ) STS A-10.75 
6 fuel, ne 
lat $2 38-255 
lo barge $2.35 
| t Dre 


Jacksonville, Fla. 
her No. 1 


rie 11.5 
Ni fue 11 
Diese hore 
plant 11 
N 6 fuel, no 
1 $2 65 
lo barge $2.6. 
I t Diese 
ike $4.74 
Bunker ( 


bunke ‘ : $2 h2 


Miami, Fla. 
Kerosine, No. 1. . 11.6 
Diesel oil, shore 


plants. 11.4 

No. 6 fuel, no 

sulf, guar. $2.63 
do barges $2.60 

Light Diesel, 

bunkers $4704 

Bunker C, 

bunkers. $2.60 


Minneapolis/St. Paul, Minn. 
Range oil, No. 1..10 75 A128 


No. 2 fuel 104-12 
No 5 fuel high 
sulfur 8 9-9.4 
No. 6 fuel, high 
sulfur 7.9-8.7 


Mobile, Ala. 
Kerosine, No. 1. .11 


No. 2 fuel 10.8 
Light Diesel, 
bunkers $4 145 


New Haven, Conn. 
Kerosine, No. 1..10. 4A 
No. 2 fuel 99M 
Diesel oil, shore 


plants 10 3A 


No. 4 fuel $3.40 

No. 6 fuel, no 

sulf, guar $2.70 
do barges $2.67 


Light Diesel, 

bunkers $4.20A 
Bunker C, 

bunkers $2.67 
New Orleans, La. 
Kerosine, No. 1. .10 24 
No. 2 fuel OSA 
Diesel oil, shore 


plants 101A 


No. 5 fuel $2.80 

No. 6 fuel, no 

sulf. guar $2.38 
do barges $2.35 


Light Diesel, 
bunkers $41 15A 


Heavy Diesel, 


bunkers 390A 
Bunker C, 
bunkers $2.35 


New York Harbor 
Kerosine, No, 1. .10.4 

do barges 9 9 A-10.2A 
No. 2 fuel 9 9A 

do barges 9 45A-9.7A 
Diesel oil, shore 


plants 10. 3A 





No. 4 fuel $3. 18-3. 838A 
do barges $3. 15-3.75A 
No. 5 fuel $2.95 
do barges $2.92 
No. 6 fuel, no 
sulf. guar $2 60-2 68 
do barges $2. 57-2.65 
No. 6 fuel, max 
1% sulf $2.78 
do barges $2.67-2.75 
Light Diesel, 
bunkers $4. 18A 
Heavy Diesel, 
bunkers $3.90 
Bunker C, 
bunkers $2 57-2.65 
Norfolk, Va. 
Kerosine, No. 1..10 4A 
No. 2 fuel 9 9A 
Diesel oil, shore 
plants 101A 
No. 6 fuel, no 
sulf. guar $2.70 
do barges $2 64 
Light Diesel $1 ISA 
Heavy Diesel, 
bunkers $3.90 
Bunker C, 
bunkers $2.64 
Pensacola, Fla. 
Kerosine, No. 1. . 11.1 
No. 2 fuel 10 
Diesel oil, shore 
plant 10.4 
Philadelphia, Pa. 
Kerosine, No. 1..10 4 
do barge 10.154 
No. 2 fuel Y OA 
do barges 0 654 
Diesel oil, shore 
plants 103A 
No. 4 fuel $3.51 
No. 5 fuel $3.33 
No. 6 fuel, no 
ulf. guar $2 60-2. 68 
do barge: $2. 57-2.65 
No. 6 fuel, max 
1°, sulf $2.65—2.7 


do barges $2.62-2.70 
Light Diesel, 
bunkers $4 ISA 


Heavy Diesel, 


bunkers $3.90 
Bunker C, 
bunkers... .. -$2.57-2.65 
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United States 
California 





7 Wilmington, 31 gravity 


Key Crude Oil Prices (as of August 15) 


$3.23-3.31 


exas 
West Texas sour, 36 gravity. 2.94 
Mid-Continent 
Oklahoma sweet, 36 gravity 3.07 
Williston Basin 
North Dakota, 36 gravity... ... 3.07 
Pennsylvania 
Bradford, flat 3.90 
Canada 
Alberta 
WONG MB cs ceavceakacnees 2.52 
Wonca 
Jachaquero heavy, FOB Las Piedras, flat 2.03-2 
Middle East : 7 es 
Persian Gulf, FOB Ras Tanura 
SM WOE ov cnn dines bai adcws 2.08 








Port Everglades, Fla. 


Kerosine, No. 1.11. 154-11.4 
No. 2 fuel 10. 9A-11.2 
Diesel oil, shore 
plants 10 9A-11.2 
No. 6 fuel, no A 
sulf. guar... . $2 63 

do barges $2.60 
Light Diesel, 
bunkers $4,704 
Bunker C, 
bunkers $2.60 


Portland, Me. 
Kerosine, No. 1..10. 64 


No. 2 fuel lO LA 

Diesel oil, shore 

plants 10 5A 

No. 6 fuel, no 

sulf. guar 2.74 
do barges $2 66 

Bunker C, 

bunkers $2.66 


Providence, R. |. 
Kerosine, No. 1. .10 54 


No. 2 fuel UA 

Diesel oil, shore 

plants 10 4 

No. 5 fuel $3.32 

No. 6 fuel, no 

sulf. guar $2.73 
do barges $2 66 


No. 6 fuel, max 
1%, sulf 


$2 88-2. 96 


do barges $2 81 
Bunker C, 
bunkers $2 66 


Savannah, Ga. 


Kerosine, No. 1.10 95 AM 11.5 
No. 2 fuel 10. 65A-11.3 
Diese! oil, shore 

plants 10 ). 75 1] 
No. 5 fuel $3.15 


No. 6 fuel, no 


sulf. guar $2 65 
do barges $2.62 

Light Diesel, 

bunkers $4.746 

Bunker C, 

bunkers $2 62 


Tampa, Fla. 


Kerosine, No. 1. . 11 05A-11.3 
l 


No. 2 fuel 10. 8A-11 
Diesel oil, shore 
plants 10.8 
No. 6 fuel, no A 
sulf. guar $2.57 

do barges $2.54 
Light Diesel $41 662 


Bunker C, 
bunkers 2.5 


Toledo, Ohio 


Kerosine 12.15 
Diese! oi! 10.9 
No. 1 fuel 11.9 
No. 2 fuel 10.9 


No. 5 fuel 7.75 
No. 6 fuel 
Wilmington, N. C. 
Kerosine, No. 1 


10 6A 


No. 2 fuel 10 3A 

Diesel oil, shore 

plants 10 We 

No. 4 fuel 3 

Light Diesel, 

bunkers $41.21A 

Okla. (Okla. shpt. 

42-44 w.w. 

kerosine 9. 8754-10. 25 
58 & above d.i. 

Diesel 9. 3754-10. 125 
No. 1 fuel. 9 ay. 9 875 
No. 2 fuel 8 625 9.25 
No. 6 fuel $1 rr 1.80 


Okla. Group 3 (Northern shpt.) 
12-44 w.w. 
975A 


kerosine 
58 & above d.i. 
9.1254-10 


Diese] 
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No. 1 fuel. ......9.2¢ 
No. 2 fuel 7 
No. 6 fuel $i 30. A-145V 
N. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. 

kerosine 

58 & above d.i. 





10-11. 25 





Diesel , 10-11 

No. 6 fuel .--.$1.40-2.50 

W. Tex. (Tex. & New Mex. shpt.) 
12-44 w.w, 

kerosine 11-11.254 

58 & above d.i. 

Diesel 10.75 

No. 1 fuel 10.25W-11 

No. 2 fuel low 

No. 6 fuel 2.60 


€. Tex. (Truck transport lots) 
42-44 w.w. 


kerosine 10-10.6 

58 & above d.i. 

Diesel 9.5-10.5 

No. 2 fuel 9.75 

No. 6 fuel $1.40A-2.50 
Cent. W. Tex. (Truck Transport lots) 
42-44 w.w, 

kerosine 11 

58 & above d.i. 

Diesel 10.75 

No. 6 fuel $2.60 


Kansas (For Kans. destinations only) 
12-44 wow. 


kerosine 9.5-10 
52 & below d.i 
Diesel 9.25 


58 & above d.i. 


Diesel 9 5-9 62 5A 
No. 1 fuel 25-9. 75 


No. 2 fuel 8 : 625 9 
No. 5 fuel 1.70 
\ 


No. 6 fuel $1.35A-1. 554 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w 


kerosine 10.375 


Tractor fuel ll 
52 & below d.i 
Diesel 9.25 
58 & above d.i 
Diesel 9 625 
No. 2 fuel 9.25 
No. 4 fuel $2.15 
No. 5 fuel $1.95 
No. 6 fuel $1.80 
Western Penna. mae 
Kerosing 12.25 
55 cetane Diesel 12 
No. 1 fuel 11.75 
No. 2 fuel 11.25-11.5 
36-40 gravity fuel.10.75-11.25 
Oil City 
Kerosine 12.5-12.7 
50 cetane Diesel. 11.5 
No. 1 fuel 11.75-12.2 
No. 2 fuel 11.5-11.85 
Pittsburgh 
Kerosine 4-13 
50 cetane Diesel. 11. 15-11. 45 
No. 1 fuel 11.4-11.75 
No. 2 fuel 10 9-12 
36-40 gravity fuel.10.75 
Central Michigan 
tange oil, kero- 

sine 13. 4-13.5 
P. W. distillate. ..13.6 
No. 2 fuel 12.1-12.4 
U.G. 1. gas 1] 
No. 5 fuel 8 6-8 7 
Ne 6 fuel 785-7 95 


Ohi Quotations for Sohio for delivery 

to Ohio points 
Kerossne l 

No. 1 fuel 13.6 
l 


x 


No. 2 fuel 2.6 
California Los Angeles Dist. 
Rack: 

Stove dist 

PS 100 10.5-12 


PETROLEUM NEWS 


Diesel fuel 


PS 200 10-11 25 
Light fuel 

Ps 300 $3 05 
Heavy fuel 

PS 400 $2 50-2 70 
Tank Car: 

10-43 w.w 

kerogine 15.3 
Stove dist. 

PS 100 10 5-15 
Diesel fuel 

PS 200 10-13 5 
Light fuel 

PS 300 $3.05 


Heavy fuel 
PS 400 $2.50-2.70 
Tank Truck (400 gal. or more 


40-43 w.w. 


kerosine 18.8 

Stove dist. 

PS 100 15.5 

Die nse ~ - a] 

PS . 14 

San ronda Dist. 

Tank Car: 

41-43 w.w. 

kerosine 15.8 

Stove dist. 

PS 100 15.5 
Diesel fuel 

PS 200 14 

Light fuel 

PS 300 $3.10-3.28 
Heavy fuel 

PS 400 $2.75-2.93 
Tank Truck (400 gal. or more) 
40-43 w.w. 

kerosine 19.3 

Stove dist. 

PS 100 16 

Diesel fuel 

PS 200 14.5 


Pacific Coast 
Ships’ bunkers, or deep tank lots 


San Pedro, Calif. 


Diesel—Ps 200... $4.96 
Bunker C—PS 

400 2.45 
San Francisco, Calif. 
Diesel--PS 200... $5.17 
Bunker C—PS 

400) $2 50 
Seattle, Wash. 

Diesel —PS 200... $5.42 
Bunker C— PS 

400 $2.85 
Mexico 


Ships’ bunkers; US dollars per bbl. of 
159 liters. 


Guaymas 

Diesel $6.45 
Bunker C ..- $3.55 
Manzanillo 

Diesel $5.73 
Bunker C $3.55 
Minatitlan 

Diesel $4.40A 
Bunker C $2.45 
Salina Cruz 

Diesel $5.73 
Bunker C $2.45 
Tampico 

Diesel $4.40A 
Bunker C $2.45 
Vera Cruz 

Junker C $2.45 


At most Atlantic Coast points prices of 
some sellers for distillate 
commercial consumers are 
than prices shown. 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe- 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale 
otherwise designated. 

FOB Group 3 


Grade 26-70 


0.15¢ higher 


unless 


4.5¢ 
FOB Breckinridge, Tex. 
Grade 26-70 


LP-Gas 


Producers cx 
New York 
Harbor 9 
Philadelphia 
loledo 
Houston 
Oklahoma 
Group 3 5A 

Jaton Rouge 5 375A-5. 625 


Shreveport 


mtract prices, tank cars 


10 05 *a 





New Orleans § 625 

a) Subject to 0. 25¢ gal. allowance 

*) Truck transport posting 9 S¢ ga 
less 0.25¢ gal. discount 





fuels to bulk: 


Lubricating Oils 


Western Penna. 


Viscous Neutrals—No. 3 Col. Vis. at 


70° | 

200 vis. (180 at 100°) 420 to 425 flash. 
10 p.t. 

15 p.t. 22 

25 p.t. 21 

150 vis. (143 at 100°) 400 to 405 flash. 
10 p.t 

15 p.t 20 

25 p.t 19 

Bright stocks 

14 Sto 155 vis. at 210, No, 8 Co. 

10 p.t 

15 p.t 23 

25 p.t 22 


Cylinder stocks 
600 s.r. filterable. 15 


650 s.r 16 
600 flash 17 
630 flash 18 


Mid Continental 

FOB Tulsa basis, for domestic shipment 
only, bright stock, vis. at 210 
vis. at 100° 0-10 p.p 


Bright Stock —- Conventional 


neutrals 


200 vis. D 

10-25 p.p 23 
150-160 vs. D 

(0-10 p.p 21 
10-25 p.p. zu 5 
120 vs. D 

0-10 p.p 20 
Bright Stock Solvent 
150-160 vis. 


(0-10 p.p., 95 v.i... 23-24 


Neutral Oils Conventional Pale Oils 
(60-85 vis. 

No. 2 «ol 14.75 

= 110 wis. 

o. 2 col 15 

150 vie No. 3 col 16.5 

180 vis. No. 3 col. 16.75 

200 vis. No. 3.col.17 

260 vis. No. 3eal.17 5 

280 va. No. 3.coal. 17.75 

300 vis. No. 3 cal 18 

Neutral Oils Selvents 95 v.! 

170-180 vis 19 25-20 25 

200-210 vis 19 5-20 5 

300 vis 205-215 

Cylinder Stocks 

600 s.r. olive 

green 17.5 

Gulf Coast 

Solvent Refined Oils from Mid-Con 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Stock, vis. at 210 

150-160 vis. 

(0-10 k.t., 95 v.i...24 

Neutral Oils - Vis. at 100; 95 v.i. 0-10 p.t. 
100 vis 20 

206 vis 20 5 

S00 wis 21.5 

600 wis 22.5 


South Texas 
Vis. at 100° F., FOB S. Tex. refir 
ddomestre and/or export shipment 


eries tor 


Pale Oils 

100 vis. Ne. 

1'4-2% cal 15.5 
200 vis. No. 

2-3 cols 17 
300 vis. No 

2-3 eal 47.5 
500 vis. No. 

24-3 eol 16 
750 vis. No 

$-4 col 18 25 
1200 vis. No. 

5-4 col 18.75 
200 vis. No 

4 col 19 26 
Red Oils 

Th vis. No 

5+ col 15.5 
200 vis. No 

5-6.col 17 
s00w is. No. 

5-6 cal 17.5 
500 vis. No 

5-6 col 18 
750 vis. Blo. 

5-6 col 18.25 
1200 vis. Ne 

5-6 col 18.75 
2000 vis. No 

5-6 col a9 25 


Aviation Gasoline 


Gulf Coast Cargoes 
Grade 115/145 
Grade 110/130 
Grade 91/96 
Houston, Tex. 
4irade 100/130 
Continued on next page 





REFINERY AND: TERMINAL PRICES | 
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New York Harbor 
V. M. & P. 


(Continued) New Yerk Domestic Lily white....... 8.125 . 

Grade 80 124-30 white Cream. ...se.++- 7.625-7.75 naphtha eeesevees 2 
<= sapig soaee eaa Soft yellow...... 6.75-6.875 Mineral spirits... 

New Orleans, La. crude scale... .. 8.6 Light amber..... 6.75-6.875 

— jy seg teens Fully refined Amber......... 6.5-6. 635 — Pa. 

irade 91/96....... 37 ~M. . 
ees 12133, .....-..9.05 Red...... 6.375 naphia....... 18.5 
New York, N. Y. 135-145. . 2. +0509.05 ineral spirits. ..17.5 
Grade 100/130, . .20.05 149-151. .....0..10.85 Jet Fuel Providence, R. |. 
Grade 91/96. ....18.65 New Yerk Expert Mineral spirits. ..18.5 
Grade 80........18.06 124-30 white 


FOB Group 3 

Stoddard solvent. 13.375 
Cleaners naphtha. 13.875 
V.M.& 


Gulf Coast net 
crude ecale.......... Grade JP-4 ‘s 


Fully refined 


Paraffin Wax 


eT rere N h h & naphtha... 13.875 
bry ptt pee? (t.e, in bulk) 135-145 ap t as Mera a. 12.875 
124-6 AMP white Rubber solvent... 13.875 
crude scale. ... Solvents Lacquer diluent. . 14. 126-14. 375 
Atlantic Seaboard Pp | Benzol diluent. . . 15. 125-15 .625 
M > 3° etro atums Baltimore, Md. 
“iy points are AMP, 3° higher than Rilaneel urdeita... 19.8 On cin: Penna. 
EMP. Prices for carload lots. Domestic Western Penna. I , oOuC 
e 6 FOB refinery ; seale in bags or bbis.; Bbis.; carloads; tank cars, 2.25¢ less. ae Sa Stoddaed solvent. 18 
ully refined, slabs loose. Export prices 9 hite 8 625 M. & P ’ pe te 
FAS; scale in bags or bbls; fully refined Snow war , . naphtha.........19.5 Pittsburgh: 
in bags or cartons. Soft white . 8.25 Mineral spirits. . .18.5 Stoddard solvent. 18 








Tank Wagon Prices NPN Gasoline Index 











Dealer T.W. Tank Car 
(cents per gal.) 
Prices for gasoline do not include taxes; they do however, include inspection fees, I a sini cdo pb eu apeauamaas 16.76 13.0 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate ~ wegeds BED. vcccceerececscvcvesccvocccscecs ro = = ro 
ea RD. coccocosececesecviecseseecoceasees a 


column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect August 15, 1958, as posted by principal marketing companies at their head- 
quarters’ offices, but subject to later correction 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minne mds St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 











Socony Mobil 


ae Gasoline Mobil 
(Regular) Mobilfuel Mobilheat Special No. 6 
Dir. Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) (No. 4) Fuel 
T.C, T.W. T.W. Taxes T.C. Yard T.W. T.Cc. T.W. T.C. Yard T.W, T.W. T.W. 
New York City 
Manhattan 16.3 16.8 7.0 ooee . 14.8 - 14.5 14.2 12.15 7.33 
Bronx che ‘ 16.3 16.8 7.0 oaee 10.8 14.9 sa9% 14.6 oose i0. 3 14.3 12.15 7.33 
Kings ae en 16.3 16.8 7.0 10.5 10.7 14.8 10.4 14.5 10.0 10.2 14.2 12.15 7.33 
(Queens * aye 16.3 16.8 7.0 ese eves 14.8 14.5 eee rer 14.2 12.15 7.33 
Kichmond eaen 16.3 16.8 7.0 10.4 10.7 14.8 10.3 14.4 9.9 10.2 14.0 11.91 7.09 
Mt. Vernon, N.Y... 16.3 16.8 7.0 sone 10.9 14.8 14.7 eee 10.4 14.4 12.17 eee 
Albany one 28 16.2 16.7 7.0 10.6 10.8 és 10.5 14.5 10.1 10.3 14.1 11.07 7.57 
Binghamton ° es0d 16.7 17.2 7.0 11.7 11.7 15.55 11.7 15.2 11.3 11.3 14.9 ss eee 
Buflalo 15.4 16.4 16.9 7.0 11.75 12.0 ° 11.75 16.3 11.35 11.6 cree 9.75 
Jamestown : . 16.9 17.4 7.0 12.7 12.9 . 12.3 12.5 15.6 me 
Plattsburg..... . oi 17.4 17.9 7.0 12.4 12.6 <s 12.2 16.2 11.8 12.0 ¥e 
Rochester. ... 15.5 16.6 17.1 7.0 11.8 12.0 15.75 11.7 15.3 11.3 11.{ 14.9 
jyracuse saee 16.7 17.2 7.0 11.7 11.7 once 11.6 14.9 11.2 11.2 rrr 
Bridgeport, Conn, , 15.7 16.2 9.0 10.4 10.4 ° 14.8 9.9 9.9 13.9 
Danbury aoe : suon yor seve 9.0 cave 2 ole aaihe vee : 
Hartford see $e6s 15.7 16.2 9.0 10.75 10.75 10.65 14.7 10.25 10.25 14.3 
New Haven es set 15.7 16.2 9.0 10.4 10.4 10.3 14.3 9.¢ 9.9 13.9 
Bangor, Me 16.0 16.5 17.0 10.0 11.2 cove 16.0 cE: 3 15.5 10.7 oe 15.1 
Portland soe ween 15.7 16.2 10.0 10.6 cows 15.6 10.5 15.1 10.1 14.7 
Boston, Mass nA 15.7 16.2 8.5 10.5 10.4 14.9 10.0 one 
Concord, N. H coupes e000 er ee 9.0 ecco a re = 
Manchester : ° 15.9 16.4 9.0 ence 15.6 15.2 
Portsmouth = énite 15.9 16.4 9.0 10.7 10.¢ 15.2 10.2 15.2 
Providence, R. L...... 15.7 16.2 9.0 10.5 15.6 10.4 14.6 10.0 14.2 
Burlington, Vt. ; 7.6 18.1 9.5 12.3 12.3 2.2 15.8 11.8 11.8 15.4 
Rutland er 17.7 18.2 9.5 12.5 16.0 sie 12.0 15.6 an oe 


*Com., cons. t.c 

Taxes: N Y( 

Discounts: Mobil Kerosine & Mobilheat 
eries of 800 gal or more. 

Notes: Premium-grade t.w. prices 3 


prices 0.15¢ highe r. , 
prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points ,t.w. less 0.5¢ for deliv- 


HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


prices are delivered, all other t.« - ri rices F¢ B bulk terminals. 





5¢ above regular. Jamestown t.« 





F Vielgchionslehs 


solvent extract 


additive lube 


. 
Petroleum rs 


ragon 


PATENT CHEMICALS, 
INCORPORATED 
Paterson 4, New Jersey 


30 E. 40 St., N.¥.C. EV 8-4100 




















Maine to South Carolina 


Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


Sydney, N. S. 


630 FIFTH AVENUE, 
NEW YORK 20,N.Y. 


New York Boston 
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Atlantic Refining 


Atlantic Gasoline (Regular 
Dir. Cons, 

T.W. T.W. T 
Philadelphia, Pa........ 16.0 16.5 
Myce na icecenis 16.2 16.7 
Allentown......... 16.3 16.8 
Harrisburg......... -« Me 16.8 
Wilkes-Barre........... 16.4 16.9 
Williamsport........... 16.4 16.9 
Pitteburgh........0.00 16.7 7.2 
Dna, CEEOL 16.5 17.0 
| ee éeeeveie ae 17.2 
Greensburg........ « ae 17.2 
Wilmington, Del........ 16.0 16.5 
Hartford, Conn........ 15.7 16.2 
New Haven............ 15.7 16.2 
Boston, Mass........... 14.7 16.2 
Springfield....... -- 15.2 16.7 
Providence, R.I........ 14.7 16.2 
Camden, N. J.......... 14.2 15.7 
ERS ee 15.7 
BONG, Me Veicessvess 16,3 16.7 
Binghamton........ sa ee 17.2 
ee 16.4 16.9 
| eee 16.7 17.2 
Rochester. ......... 16.6 17.1 
Syracuse............ 16.7 7.2 
Watertown seaedbee 17.3 17.8 
Baltimore, Md......... 15.5 16.0 
Richmond, Va.......... 15.9 16.4 

Charlotte, N.C......... 15.6 16.1 1 

Jacksonville, Fla. «« 49 14.9 1 

) ee ‘ 13.9 16.6 1 

Heavy Fuels 

Philadelphig, . . No. 5 No. 6 
9.43 7.88 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine 


for t.w. deliveries under 100 gal at one time. Camden 
gal, 2¢ for under 100 gal. 


Esso Standard 


Esso Gasoline 





) Kerosine & No. 2 
No. 1 Fuel Fuel 
axes T.W. T.W. 
8.0 14.65 14.0 
8.0 15.05 14.4 
8.0 15.05 14.4 
8.0 15.05 14.4 
8.0 15.35 14.7 
8.0 15.35 14.7 
8.0 15.6 14.75 
8.0 15.6 14.75 
8.0 15.6 14.75 
8.0 15.6 14.75 
8.0 
9.0 
9.0 14.2 
8.5 
8.5 15.1 
9.0 14.2 
8.0 14.2 13.7 
8.0 14.2 13.7 
7.0 14.8 14.0 
7.0 15.5 14.8 
7.0 16.0 15.6 
7.0 15.8 15.1 
7.0 15.5 14.9 
7.0 
7.0 17.4 16.0 
9.0 13.8 
9.0 14.6 13.9 
0.0 15.4 14.7 
0.0 
0.0 


Penna., add 1¢ gal 


Add 1¢ for deliveries of 100-299 


(Regular) Kerosine & 

Dir. Cons. Gasoline No.1 Fuel No. 2 Fuel 

T.W. T.W. Taxes .W. T.W. 
Atlantic City, N.J.... 14.2 15.7 8.0 14.2° 13.7 
Newark... > ie 14.2 15.7 8.0 14.2° 13.7 
Baltimore, Md....... 15.5 16.0 9.0 13.9 
Cumberland. . .. 16.3 16.8 9.0 
Washington, D.C.... 15.8 16.3 9.0 14.5 
Danville, Va....... 15.9 16.4 9.0 15.7° 15.2 
Petersburg. . bake 15.9 16.4 9.0 14.8 14.1 
SS ae : 15.4 15.9 9.0 14.6 13.5 
Richmond........... 16.9 17.4 9.0 14 6° 13.9 
Roanoke vs 16.9 17.4 9.0 16.7* 15.9 
Charleston, W. Va. 15.9 16.4 9.0 15. 2° 
Fairmont 15.9 16.4 9.0 16.2° 
Parkersburg. . 15.9 16.4 9.0 15.7° 
Wheeling ; 16.9 17.4 9.0 15.5* 
Charlotte, N.C... 15.6 16.1 10.0 15.4 14.7 
Hickory.......... 15.7 16.2 10.0 15.6 15.0 
ON eee 15.7 16.2 10.0 15.9* 15.2 
Raleigh. .... ar, ee 16.4 10.0 15.6 15.0 
Salisbury wevce, RG 16.1 10.0 15.4 14.7 
Cha ‘easton, S.C...... 15.5 16.0 10.0 13.5 
Cotumbia as F 16.4 16.9 10.0 15.5 
Spartanburg... .. 15.5 16.0 10.0 14.4 
New Orleans, La...... 13.9 14.4 10.0 13. 5° 
Baton Rouge........ 14.9 15.4 10.0 13.3* 
Alexandria .- 15.9 16.4 10.0 14.4° 
Lake Charles 14.9 15.4 10.0 13.2° 
Shreveport... . 15.9 16.4 10.0 15.3° 
New Iberia.......... 15.9 16.4 10.0 13.7° 
Knoxville, Tenn. a 16.1 10.0 15. 8* 
Memphis............ 14.9 15.9 10.0 15.3° 
Chattanooga......... 14.9 15.9 10.0 15.7° 
Nashville......... . 16.1 16.1 10.0 15.6* 
Little Rock, Ark 14.4 15.4 9.5 16.0* 

*Prices apply for kerosine only. 
Heavy Fuels 
No. 4 Fuel No. 6 Fuel 

Newark, N. J... $3 .702 $3.23 
Baltimore Md... .. : Bake cue 4.14 2.43 
Washington, D. C. 1,050 gal minimum... 4.43 3.46 


Taxes: Louisiana kerosine prices do not include 1I¢ st 
Note: Kerosine/No. 1 


regular. 





ate tax. 


Atlantic City prices are for deliveries of 300 gal or more 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w 


prices 2.5¢ above 


o . 
Im erial Oil (Prices are per imperial gal; te arrive at price per U.S 
p eal, subtract 1/6th). 

Esso Furnace 
Esse Gaseline Oil 

(Regular) Gasoline Kerosine (No. 2 Fuel) 
Ow, T.W. Taxes T.W. T.W. 
Oh A Es kd ds inevdocaweede 23.2 17.0 24.7 17.7 
DE MU Mvdstcpusacéusdnucean 22.2 17.0 23.7 16.7 
[i  ) ee 15.0 25.7 16.7 
Charlottetown, P. E.I............. 23.9 16.0 26.2 18.3 
ee 22.6 13.0 24.6 17.3 
Toronto, Ont........ 22.8 13.0 25.1 17.6 
PR CMs vacccsceccuase <oc oe 13.0 25.1 17.6 
Wis cocccceeseseseces SN 11.0 28.5 18.4 
Brandon, Man........ - bs 2 11.0 28.5 20.6 
Regina, Sask....... VI x 21.9 12.0 25.2 17.1 
Saskatoon, Sask................... 24.8 12.0 7.9 17.4 
CR Sc bdédvcsaccsseadus 21.1 10.0 24.4 16.2 
Edmonton, Alta............. ee 20.6 10.0 23.9 15.7 
VOOR ee Oss cic ccdacccoces 22.6 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes. 
Notes: Premium-grade t.w.—Nfid., N.S., P.E.1., N.B., Que., 5.0¢ above regular; Ont, 
Man., Sask., Alta., B.C., 4.5¢ above regular. 


Indiana Standard 


Established tank wagon prices are shown below. Some temporary prices may be in effect 
in one or more localities. 


Red Crewn Gasoline Standard 

(Regular) Furnace Oil 

Dir. Cens. Gasoline Kerosine 1-99 100 gal 

T.W. T.W. Taxes A gal & over 
Chicago, Ill... . w BS 19 6 8.0 17.1 16.1 (a) 
South Bend, Ind..... 17.4 19.1 9.0 18.6 17.3 16.3 

Detroit, Mich ae 19.0 9.0 18.3 16.6 15. 6(b) 
Mpls.-St. Paul, Minn . 19.2 80 17.9 16.5 (a) 
Des Moines, lowa a 18.5 9.0 17.5 15.4 14.4 
St. Louis, Mo : 17.7 7.5 17.5 15.9 14.9 
Wichita, Kansas 16 6 18.1 8.0 15.9 13.6 12.6 
Omaha, Nebr ° 18 5 10.0 17.7 14.8 13.8 
Fargo, N. D. 18.1 19.6 9.0 18.9 16.2 15 2 
Huron, 8. D 18.3 19.8 90 18.8 16.6 15 6 
Milwaukee, Wis. 18.0 19.5 9.0 18.0 17.0 (a) 


(a) See below for prices on larger quantities. (b) 15.4 for 750 gal & over. 


Standard Furnace Oil Stanolex Fuel A Stanolex Fuel C 


100-399 400 gal 1-749 750 gal 1-749 750 gal 
gal & over gal & over gal & over 
Chicago 15.1 14.6 10.8 10.05 95 8 75 
Standard Furnace Oil 
100-174 100-349 175 gal 350 gal 
gal gal & over & over 
Mpls.-St. Paul. . 15.5 ne 14.8 
Milwaukee $ 150 15.5 


Taxes: St. Louis gasoline tax includes 1.5¢ city tax. Des Moines kerosine & furnace o1 
prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be added 
where applicable. 

Discounts: Red Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Prices are tank truck postings, ex all taxes, ap 


Standard of Cal lying for deliveries of 400 gal or more; see 
™ yelow for other deliveries. 
Standard 
Chevron 

Chevron Gasoline Diesel Furnace Stove 

(Regular) Taxes Kerosine Fuel oil Oil 
San Francisco, Calif. 17.9 9.0 19.3 14.5 14.5 16.0 
Los Angeles 17.4 9.0 18.8 14.0 14.0 15 5 
Fresno ; 19.0 9.0 21.3 15.3 15.8 16 8 
Phoenix, Ariz 19.1 8.0 22.2 16.4 16.4 19.4 
Reno, Nev 20.3 9.0 21.9 17.0 
Portland, Ore. 18.5 9.0 21.3 14.5 
Seattle, Wash 18.6 9.5 21.3 14.6 
Spokane 20.8 9.5 24.1 16.5 
Tacoma 18.6 9.5 21.3 14.6 
Boise, Idaho 20.2 9.0 31.1 16.3 16.3 17.8 
Salt Lake City, Utah 18.7 9.0 20.2 15.0 136° 15.5 
Honolulu, T. H. 19.0 11.5 20.4 15.3 15.3 
Fairbanks, Alaska 30.1 8.0 37.4 
Juneau... 20.2 8.0 29.3 

“Standard No. 2 Burner Oil. 
Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; all TT. prices are ex 


Hawaiian gross income tax of 1% to resellers, 2.59% to consumers 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal. except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5¢ for leas than 40 gal to marine trade 
and less than 100 gal to shoreside trade. Chevron Supreme (premium) prices are 3.5¢ 
higher than Chevron (regular) for quantity delivered at points above except Salt Lake 
City—3s¢. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ for 20-199 gal, S¢ 
for 200-399 gal; tank car/truck trailer, deduct 3.5¢ 

Diesel, furnace & stove oila—Add to 400-gal-and-over price 5¢ for less than 40 gal, I¢ 
for 40-199 gal, 0.5¢ for 200-399 gal 

(Continued on next page) 
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fo Figure use our FAST, EASY-TO-READ 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


_ New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Description on Request | 


> DEGREE DAY SYSTEMS 39-30N seth st. WOODSIDE 77, N. Y. TWining 8-6666 


PETROLEUM CALCULATOR CARDS 
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Ohio Standard Continental Oil 




















X-Tane Gaseline (Regular) No.1 No. 2 i 
Consumer Gasoline Kerosine Sehio- Sehie- (N.B. Prices are Continental’s tank wagon prices. Current selling prices may vary from 
i Resellers T.W. 8.38. Taxes T.W. Heat Heat those shown because of local conditions.) 
kron...... 17.1 20.6 = 21.9 8.0 15.8 15.8 14.8 : Gasoli include these 
Cantc > , é Ceneco _ Taxes: Gasoline taxes include , 
i Sein cue ue igen Heh Oe 
Cleveland. , 17.1 20.6 21.9 8.0 P T.W. line sine Santa Fe, Cheyenne & Casper. 1¢. 
Columbus. . 17.1 20.6 21.9 8.0 4 ; 163 15:3 ey meee «Yer Mm. ee ue 
Dayton.... 17.1 20.6 21.9 8.0 16.3 16.3 15.3 Denver, Colo.. 17.5 9.0 17.7 than 200 gal; 200-399 gal, deduct 0.5¢: 
Lima . TA Be Bt 8.0 15.4 15.4 14.4 ; 400 gal & over, deduct 1¢ 
Mansfield... 171 206 219 $0 158 68 14.8 a ane stee: Premium-grade t.w. prices 3.5¢ 
Marion..... 17.1 20.6 219 £0 15.8 15 8 14.8 tion........ 20.2 9.0 20.4 Notes: Premium-gra¢ go peer “4 
Portsmouth, 17.1 206 21.9 8.0 16.3 16.3 15.3 Pueblo....... 18.2 9.0 18.4 poo Mg = Py ee A 
neat 7 { 20 $ 21 H ; : . ; . : + : Casper, Wyo.. 18.3 9.0 17.9 *Prices apply to dealers and consumers 
laneseille 71 one 8 Ht ie ss is H Cheyenne.... 18.5 9.0 18.7 except hoy points where consumer 
/ , : ' F rice is 0.25¢ higher. 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add Billings, Mont. 19.4 9.0 21.2 Pp 1 
MF 1-49 gal. add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- Butte........ 20.5 9.0 23.0 
sellers 3.5¢ above regular. 8.8. prices are at company-operated stations. Great Falls... 19.4 9.0 23.0 K k S d d 
Hielens....... 203 9.0 23.0 entucky Standar 
Salt Lake City, Crown Gaso- Kero- 
exas ompany Utah....... 19.7 9.0 19.2 Gasoline fine sine 
Twin Falls, T.W. Taxes Ww. 
Fire Chiet eum... Os 2 oe Idaho... 21.3 9.0 21.8 , 2 = 
Gasoline Auto) wed 88 18 Albuquerque — | 
eoeees ° . ire , 
Cee) Coe Hesetine = Heasten..... 16.2 8.0 1438 N.M....... 18.8 9.5 17.5 Ala... 16.8 11.0 15.6 ‘ 
TW. Taxes TW. San Antonio.. 16.4 80 14.8 Roswell...... 17.4 9.5 16.7 Jackson, Miss. 17.0 10.0 15.9 
oor veges Port Arthur... 16.2 8.0 Santa Fe 18.9 10.0 17.7 Jacksonville, 
Dallas, Tex. 15.4 8.0 14.3 M Sas jes ‘ ‘ ‘ R... ‘ie Ke; 16.6 10.6 - : 
Ft. Worth 15.4 8.0 14.3 Notes: Prices are for min. 50- uskogee, uisville, Ky. 16.7 10.0 
, : B : . 50-gal de- 3° . : 
Wichita Falls.. 16.5 8.0 14.3 liveries. Gasoline—Premium-grade t.w. SE verees EEG o- nies Taxes: Birmingham gasoline taxes in- 
Amarillo, ... 16.5 8.0 14.3 prices 3.5¢ above regular, except E] Paso, Oklahoma » a clude 1¢ Jefferson County tax. Kerorine 
Tyler 16.5 8.0 14.3 2.7¢ higher. Kerosine—Prices apply to City... 16.8 9.5 16.2 taxes not included in prices: Georgia 1¢; 
El Paso 18.6 8.0 15.2 dealers & consumers. Tulsa os en we 15.5 Mississippi, 0.5¢. 
Gasoline Markets 
Gasoli i 
asoline Consumption by States, February and March 1958 
(American Petroleum Institute Figures) 
Month of -— - -Month of---—— — 3 Months Ending With ~ 
Tax Ratet Jan, 1958 Feb. 1958 Feb. 1957 Feb. 1958 Mar. 1958 Mar. 1957 Mar. 1958 Mar, 1957 
Cents 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 
Alahame a . 7 75,334 67,189 66,075 67,189 76,090 74,787 218,613 213,028 
Arizona ° ° 5 38,579 33,442 30,777 33,442 36,425 34,389 108 , 446 100,194 
Arkansas . 6% 44,840 38,110 38,749 38,110 43,640 43,585 126,590 123,740 
California e 6 (r) 451,262 401,815 398 , 000 401,815 443,240 448 , 906 1,296,317 1,273,369 
Colorado ° 6 49,149 44,443 43 ,432 44,443 46,778 49,152 140,370 140,478 
Connecticut = 6 56,318 54,623 49,819 54,623 52,750 56,401 163,691 161,873 
Delaware . ° 5 14,440 13,151 12,176 13,151 14,032 14,751 41,623 38,906 
District of Columbia 6 17,076 14,255 15,209 14,255 16,065 16,956 47 ,396 48,570 
Florida 1" 7 155,093 143 , 869 142,589 143 , 869 156,145 151,651 455,107 439 ,680 
Georgia age 64 98,648 91,717 89,565 91,717 98,059 98,705 288,424 284,900 
Idaho - ‘ 6 16,903 15,314 13,849 15,314 20,280 19,076 52,497 49,614 
Illinois . 5 220,647 204 , 692 195,501 204 , 692 224,027 232,577 649 ,366 646,985 
Indiana 6 129,762 114,277 119,969 114,277 131,516 149,160 375 ,555 401,695 
lowa " we 73,753 67,419 73,753 81,583 83,465 2 ‘ 229,870 
Kansas... peje . . 5 71,316 69,643 71,316 74,605 82,533 232,936 
Kentucky ; 7 66,994 57,638 58 546 57,638 67,811 70,664 192,443 194,606 
Louisiana . me 74,318 68,172 65,618 68,172 75,091 76,678 217,581 214,020 
Maine eee ee 7 21,543 21,078 19,559 21,078 19,527 20,628 62,148 63,212 
Maryland... e / ‘ 6 65,795 56,604 59,341 56,604 65,404 67 ,968 187 , 803 191,439 
Massachusetts a .. 6% 102,872 99 , 262 93,195 99 , 262 95 ,488 101,392 297 ,622 295 ,222 
‘ 
Michigan sap. db CRSAK ES ARS 6 199,931 178,471 184,078 178,471 188 ,679 204,794 567,081 591,356 
Minnesota vel : 5 395 79,772 71,826 79,772 87 ,373 82,179 252,840 240,215 
Mississippi 7 43 ,026 36,698 43 ,026 48 ,456 53,287 141,424 144,037 
Missourt ® - 3 103 , 288 109 , 426 103 ,288 121,459 131,088 347,164 363,014 
Montana om e ae 15,016 15,422 15,016 17,356 19 ,228 51,422 54,570 
Nebraska . : = ‘ 7 38,824 34,149 34,681 34,149 39,381 41,813 112,354 116,331 
Nevada . 6 9,468 8,241 8,735 8,241 9,605 9,244 27,314 26,475 
New Hampshire aaa a, | 13,893 12,676 11,527 12,676 12,468 13,399 39 ,037 39,704 
New Jersey - 4 142,628 128 ,029 129,739 128 ,029 140,739 151,408 411,396 425 ,488 
New Mexico om . 6 34,040 37,231 28 ,843 37,231 28,648 30,738 99,919 94,059 
New York ; : ae 4 303 , 705 266 ,786 258 ,770 266,786 295 ,086 298 ,013 865 ,577 854,375 
North Carolina....... ER AE 102,175 95,915 95 ,362 95,915 107 ,77 112,725 305 , 864 315,695 
North Dakote ee 15,906 14,103 14,416 14,103 18,689 16,713 48,698 47,304 
Ohio ‘ as 5 239 ' 868 207 ,920 230,241 207 ,920 244,357 250,559 692,145 718 ,392 
Oklahoma ; eer 72,316 73,603 65,562 73,603 82,084 73,986 228 003 210,441 
— 6 46,633 41,447 41,177 41,447 48,953 48 337 137,033 134,146 
Rouateoie ue b 245 827 223,555 204,960 223,555 226,697 242,800 696 ,079 681,090 
Rhode Island pick piesa gape Se 20,994 19.648 16,471 19,648 17,154 19,246 57,796 54,178 
South Carolina ore ok Bat i 7 53,993 49,392 49,737 49 ,392 54,663 55,306 158 ,048 158 ,604 
(SACRA iS eI Aa ae . 6 20,758 20,130 19,868 20,130 19,598 19,194 60,486 59,333 
Tennessee 7 88 , 443 63 , 809 74,946 63,809 106 ,601 80,663 258 ,853 242,151 
lexa / ee 345,419 320,337 337,419 320,337 366,037 365,546 1,031,793 1,055,258 
Utah 6 23 , 828 21,691 21,707 21,691 24,079 23,598 69,598 69,151 
Vermont ; wae 64 8,653 7,876 7,705 7,876 8,229 8,262 24,758 24,859 
Virginia coer G 96,481 86 , 27 87,773 86,270 93 ,340 96,433 276,091 278,059 
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(American Petroleum Institute Figures) 


———Month of- 


Tax Ratet Jan. 1958 Feb. 1958 Feb. 1957 Feb. 1958 Man 100 Mar. 1957 Men 1008" en eT 
Cents 000 Gal. 000 Gal. 000 Gai. ; ’ GC; G GC 
; 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 
Washington. rere iedaknecarees ° 6% 73,618 70,291 60,142 70,291 84.073 7% 385 227 982 199,06 
a dm 6 46,428 25 , 996 33 , 223 5 WOE 7.454 194 78 
r . 4 o ~ oe ) 7 45 9. 964 109,878 113,585 
Wisconsin. .... venus ; 6 92,067 81,507 76,588 81.507 88031 85 884 261 605 953998 
Wyoming......... sea Sista 5 10,692 8,930 8,746 8930 10295 10.871 “29'917 “99 '988 
Total 48 States and D. of C. 4,468,703 4,023,825 3,984,819 4,023, 825 4,465,914 4,551,907 12,958,442 12,937,719 
Daily Average. . 144,152 143,708 142,315 143708 144,062 146836 143/983 "143,752 
Change from previous year: 7 a ie a 
Total Change....... . +39 ,006 85.99 190.723 
4 , r t ! 5 20,72: 
Percentage change in Daily Average +0. 98% 1 89° LO. 16° 
t These are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢ per gallon 
* Montana gasoline tax decreased One Cent (1¢) January 16, 1958. 
(r) Revised. 
. . . . 
Gasoline Prices for 55 U. S. Cities Cleveland, Ohio -— to sm ae 
Cineinnati, Ohio 14.40 18.90 8.00 26.90 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Indianapolis, Ind i-15.70 i-20.90 9.00 i-29.90 
in 55 representative U. S. cities on Aug. 1, 1958 as compiled by National Petroleum Chicago, Ill i-17 60 i-24. 90 8.00 i-32.90 
News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease Detroit, Mich i-16.10 i-22.10 9.00 31.10 
as compared with July 1, 1958. Tax col. indicates only motor fuel taxes levied as such Milwaukee, Wis« i-18. 00 1-23.90 9.00 1-32.90 
. dl > I'win Cities, Minn 1-17.50 1-22.90 8.00 1-30.90 
Service Tax Service Fargo, N. D d-12.90 d-17. 40 9.00 d-26.40 
Dir. T.W. Station (incl. 3¢ Station Huron. §. D i 18 0 i 23 90 9.00 i-32.90 
(ex tax) (ex tax) federal) (incl. tax) Omaha, Nebr i-17.00 i-22.90 10.00 1-32.90 
Average U.S 1-16.65 i-22.18 8.94 i-31.12 Des Moines, la 16.30 21.90 9.00 30.90 
Portland, Me... i-15.70 i-19 90 10.00 i-29. 90 St. Louis, Mo 16.20 21.40 7.50°** 28.90 
Manchester, N. H. i-15.90 i-20 90 9 00 1-29.90 Wichita, Kans 1-16.40 21.90 8 00 20.90 
Burlington, Vt 17.60 i-24. 40 9 50 1-33.90 Tulsa, Okla i-16.40 j-22.40 9.50 i-31.90 
Boston, Mass. . i-15.70 i-20 40 8 50 i-28 90 Little Rock, Ark 15 40 20.40 9 50 29.90 
Providence, R. | i-15.70 1-19.90 9 00 i-28 90 New Orleans, La 13.90 i-18.90 10.00 i-28 90 
Hartford, Conn. i-15.90 i-19. 90 9 00 i-28.90 Dallas, Tex 15.40 20.90 8 00 2% 90 
Buffalo, N. Y... i-16. 40 i-22.70 7.00 i-29 70 Houston, Tex 15.40 20.90 8.00 28.90 
New York N.Y.... i-16 30 25.00 7.00 32 00 El Paso, Tex 18.60 26.00 8.00 34.00 
Newark, N.J.... i-14.20 i-18.90 8 00 1-26.90 Albuquerque, N. M 18.90 25 40 9. 50° 34.90 
Philadelphia, Pa.. i-16.00 i-20.90 8.00 i-28 90 Denver, Colo 17.50 23.90 9.00 32.90 
Wilmington, Del. i-16.00 20.90 8 00 28 90 Cheyenne, Wyo 18.50 25 50 9.00°* 34.50 
Baltimore, Md... . i-15.50 20.90 9 00 29.90 Great Falls, Mont 19.00 26.00 9.00 35.00 
Washington, D.C... 15.80 20.90 9.00 29 90 Boise, Idaho 20 20 25 90 9.00 4.90 
Charleston, W. Va. d-14.90 d-19 90 9.00 d-28 90 Salt Lake City, Utah 18 70 23.90 9.00 32.90 
Norfolk, Va........ i-15.40 1-20.90 9.00 i-29.70 Reno, Nev 20 30 27.50 9.00 36.50 
Charlotte, N. C.. i-15 60 1-20.90 10.00 i-30. 90 Phoenix, Ariz 19.10 24.90 8.00 32.90 
Charleston, 8. C. 15.50 21.90 10. 00 31 90 Los Angeles, Calif 17.40 20 90 9.00 29 90 
Atlanta, Ga....... 15.90 21.40 9 50 0.90 San Francisco, Calif 17.90 23.90 9 00 32.90 
Jacksonville, Fla.... i-14.90 1-19.90 10 00 i-29.90 Portland, Ore 18 50 24.90 9.00 +90 
Birmingham, Ala. 15.90 20.90 1.00** 31.90 Seattle, Wash 18 60 23.40 9.50 > 90 
Jackson, Miss. 17.00 21.90 10.00 31.90 Spokane, Wash 20 80 26.40 9 50 15 90 
Memphis, Tenn. 1-14.90 i-19.90 10. 00 i-29 90 
Louisville, Ky. -. 1-15.90 1-20.90 10.00 1-30.90 *Includes 0.5¢ city tax. ** Includes 1¢ city tax. *** Includes 1.5¢ city tax 








Granco ; 


CYLINDER 






ROTARY positive 
displacement pumps 
... with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 


STOCKS 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


KERR—McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. 


signs for light or heavy duty service. 








GRANCO fast-flow suction strainers are avail- 
able for all models. 





Superior 


Specifications 
© PHONE RE 9-0611 


Cpe bilae 
TRUCK 
METERS 








GRANCO’'s unique 


angular-rotary motion 





is the practical answer 


Extra copies of the 
1958-59 NPN FACTBOOK issue 
available at $2.00 apiece 


to frictionless metering! Complete, ready-to- 
install combinations include METER, AIR ELIM- 
INATOR, STRAINER... designed for accurate, 
trouble-free discharge from pump or gravity 


flow systems. 


Write TODAY for FREE Engineering 
and Data Manual on 
Pumps and Meters 


PUMPS and METERS 


Manufactured by 
GRANBERG CORPORTION 


1313 Sixty-Seventh Street, Oakland 8, California 







as long as the supply lasts 





Write National Petroleum News, Reader Service Dept., 330 W. 42nd St., New York 36, N.Y 
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Mr. E. E. Taylor, Vice President 
E. Brooke Matlack, Inc., Philadelphia, Pa. 


Our Trailmobile aluminum tanks promote 
& ® * 
diversity in 


liquid hauling 
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According to E. E. Taylor, Vice President of 
FE. Brooke Matlack, Inc., “The key to more 
profitable transport of liquid commodities is 
diversification. And in this sense Trailmobile 
aluminum tanks meet our needs perfectly. 

“First of all, they clean easily. Secondly, 
their aluminum construction eliminates rust 
problems inside the tank. This is important to 
our customers because it minimizes the possi- 
bility of contamination and expedites visual 
inspection. 

“Lastly, the switch to aluminum has in- 
creased our payload about 500 gallons per 
trip. But, of course, profit potential isn’t profit 
unless maintenance costs are low. And our 
operating experience convinces us that Trail- 
mobile’s aluminum construction will protect 


our revenues for many yearssto come.” 
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This sketch shows the unique network 
of reinforcing members inside the shell. 
It is this skillfully engineered 
construction that assures Matlack of 
extra years of trouble-free operation 


TRAILMOBILE unc. 


Cincinnati 9, Ohio + Springfield, Mo. « Longview, Texas * Berkeley 10, Calif. 





To an Open in record time with 
the Aveo System 


il 
Oh eer. Package Service Station 


marketing Open sooner because the Avco station makes it easier 
for you to find operators. 


‘ Operators like the new and exclusive Avco Station fea- 
executive tures: thermal-wall insulation and weather-seal for effi- 
cient, economical heating . . . easy-to-clean interior 
who authorizes porcelain paneling on the walls of lube and wash area, 
office, and restrooms . . . the visibly smoother and brighter 
appearance of Avco Namaloy porcelain panels. More op- 


at least erators apply for your stations. You choose the best. 


In these days of stiff competition, can you afford to 
continue losing time and money maintaining convention- 
ally-built stations? Can you afford to have any but the 
best operators? Call in an Avco engineering-planning 


100 new stations 


team today. 


each year 


~ 


Ott Gulf — bee 


7 


Aveo GU... 





Durham Miller 


David H. Durham was appointed man- 
ager of retail sales for Sun Oil Co.’s 
central sales region at Pittsburgh, Pa. 
District sales manager at Pittsburgh 
since 1956, he was manager of the Day- 
ton, Ohio, sales district before that. 
Marlin C, Miller, formerly manager of 
the Erie, Pa., sales district, succeeds 
Durham. Russell R. Sepsi, formerly 
motor products manager in the Cleve- 
land, Ohio, sales district succeeds Miller. 


. 

Lysle B. (Bud) Walkeg asphalt sales 
representative for Leonard Refineries, 
Inc., was named an alternate director 
on the Asphalt Institute’s board of di- 
rectors. 

7 

William M. Amos has retired from 
Gulf Oil Corp. after 35 years of sales 
in New Jersey and southern New York. 
Claire L. Pepperd, formerly Bingham- 
ton district manager, succeeds Amos as 
farm supervisor, home heating and farm 
market, in the New York sales division. 

~ 

William G. Callaway, northern divi- 
sion sales manager for Husky Hi-Power, 
Inc., transferred from Cody, Wyo., to 
Great Falls, Mont., to open a divisional 
sales office. 

* 

Edward T. Knudsen has retired after 31 
years with the Bureau of Mines at San 
Francisco. He was primarily respons- 
ible for developing a program for col- 
lecting and publishing petroleum statis- 
tics. 

* 

H. G. Sutliff is now division mana- 
ger of Phillips Petroleum Co. at Spo- 
kane, Wash., succeeding the late R. M. 
Watson. M. H. Richmond moves up 
from assistant manager to succeed Sut- 
liff as division manager at Minneapolis. 

In Tulsa, Glen R. Ames, division 
manager since 1934, has retired. V. D. 
Peters, senior assistant manager, suc- 
ceeds him. 

* 

Waidro Carpenter has sold the North- 
east Oil Co. of Minneapolis, Minn., to 
River States Oil Co., Evanston, III. 

* 

Edwin S. Bramley was elected chair- 
man of the board of Redmond & Bram- 
ley Oil Co., Rensselaer, N. Y. Lloyd 
C. Bower, former vice president, succeeds 
him as president. Richard C. Redmond, 
secretary of the 40-year-old firm, suc- 
ceeds Bower. 








Herbert R. Dowd heads Esso Stand- 
ard Oil Co.’s new Carolinas division, 
a merger of the North and South Caro- 
lina sales divisions, with headquarters 
at Charlotte, N. C. Dowd was North 
Carolina manager. A. M. Graves, South 
Carolina manager, will remain in Co- 
lumbia as assistant to Esso’s vice pres- 
ident for marketing. 

* 


J. B. Flynn, manager of railway 
sales for The Texas Co., has retired 
after 40 years of service. J. C. Droke, 
formerly assistant sales manager, suc- 
ceeds him. D. C. Akers, former assist- 
ant division railway sales manager in 
Chicago, moves to New York to succeed 
Akers. 

. 

Walter D. Marks and Charles E. Wil- 
cox of Marks and Wilcox, Inc., Old 
Forge, N. Y., were honored by their 
supplier Socony Mobil Oil Co. at a 
testimonial dinner celebrating 50 years 
of affiliation. Both men are in their 
eighties and still active in the business, 
although Wilcox has delegated much of 
his responsibilities to his son Leslie. 
Sharing honors at the affair was a sec- 
ond half-century distributor, the Raqu- 
ette Lake Supply Co. of Raquette Lake 
headed by Dennis Dillon, Jr., son of 
the founder. 


About Oil People 





Sturgeon 


B. M. Boor, manager of Atlantic Re 
fining Co.’s Western Pennsylvania mar 
keting region, retires later this year af 
ter 39 years with Atlantic. Paul J. Stur- 
geon, sales group manager in the region 
since 1954, succeeds Boor. 

+. 

William E. Slaughter, Jr., 
of Aurora Gasoline Co., Detroit, was 
ramed president of the Michigan Pe 
troleum Institute, the merged Petroleum 
Industries Committee and Oil Informa 
tion Committee. In Connecticut, H. D. 
Crombie, Shell Oil Co.’s district man 
ager in Hartford, heads the merged 
group. In Nebraska, it’s G. L. Keidle, 
Phillips Petroleum Co. division manage 
at Omaha. 


president 


(Continued on next page) 


h 
Only FAV E R-Tl T [E auick Copia 


can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak spots 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
— greater 
economy 


Stainless 
Steel pins 
—greater 


longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


safety and 


Superior quality 


—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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PUMPING JOBS 


About Oil People 





Roy S. Godbey, formerly manager of 
the sales engineering division of Ash- 
land Oil & Refining Co., is manager 
of the new commercial fleet sales de- 
partment, responsible for sales develop- 
ment of Ashland’s “HD” gasoline (a 
heavy-duty fuel for bus and fleet op- 
eration) as well as the complete line 
of products used in the commercial 
field. His headquarters remain in Cin- 
cinnati, Ohio. 

« 

Reginald K. Swett of Swett Bros., 
Inc., Springfield, Mass., is the new 
president of Oil Heat Council of west- 
ern Massachusetts. Other new officers 
include: G. Walter Johnson, Northeast 
Fuel Corp., vice president; Wilbur J. 
Hogan, Liberty Ice & Fuel Co., treas- 
urer, and Mae Davis, Sullivan Oil Co., 
secretary. 

o 

Charles Burkhardt, national secretary 
of Oil-Heat Institute’s distribution divi- 
sion, returned to the U. S. late last 
month after spending several weeks in 
Holland and Belgium on an_ oil-heat 
survey for a major oil company. 

7 


Two Hoosier oilmen made separate 
newspaper headlines in unusual ways: 

Gene Williams, manager of Gaseteria, 
Inc., Oklahoma Oil Co. division, donned 
his skin-diving gear, grabbed a big mag- 
net and headed for the bottom of the 
Indiana Water Co. canal to help In- 
dianapolis police locate a missing gun 
in a murder case (couldn't find it). 

Gerald E. Barnes of Mid West Oil 
Transit Co., a speedboat enthusiast, 
rescued two stranded boatmen. A well- 
directed towline saved them from going 
over the falls in White River. 

+ 


is ready to answer your BIG pumping problems 

. with fast, self-priming, positive discharge 
rotary pumps... capable of stripping tanks 
without auxiliary equipment. 

Lloyd Armstrong, recently named 
general manager of Tidewater Oil Co.’s 
central division headquartered in Tulsa 
(NPN—Aug. p178), was named a vice 
president. 


Singles for one liquid . . . twins for two dif- 
ferent liquids . . . electric, gas or diesel engine 
powered. Rugged, heavy-duty construction 
throughout. Helical reduction gearing, thrust 
bearing pedestals, heavy-duty couplings. 


Glenn E. Eshbach was elected exec- 
utive vice president of the Princeton 
Fuel Oil Co. He joined Princeton last 
September. Before that he was district 
manager in New Jersey for Atlantic 
Refining Co. 


You lay your problem before Viking Pump 
engineers and you’ll have the answer .. . 
with highest quality at reasonable cost. 

e 


H. F. (Hiff) Horning, executive sec- 
retary of the Northwest Petroleum 
Assn., reports he’s getting along fine 
after a rough session of ill health this 
spring. 


Send today for heavy-duty pump catalog CR 


G. M. Hebert now heads the new 
export sales division of Enjay Co., 
petrochemical marketing subsidiary of 
Esso Standard Oil Co. 

W. J. Oldfield, bunker supervisor in 
Shell Oil Co.’s fuel oil-liquefied petro- 
leum gas department, heads the newly 
created bunker sales division, responsi- 
x ble for supplying fuel to ships. 
ma ITILITISITIL ITIL IIIT IIIT TTT T TIT Tri iri ri rir titi riri irre rere ae (Continued on page 196) 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. In Canada, it's "ROTO-KING" pumps 
Offices and Distributors in Principal Cities —See Your Classified Telephone Directory 
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W 


universal joint action 


HOSE 
SWIVELS | 


Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 





Eiinit’® 


WARM WELCOME: John J. Dougherty, head of Domoco Gas & Oil Company, 
Independent Richfield Distributors, of Wilkes-Barre, Pa., welcomes his son, 
Jack, back into their business after a two-year hitch in the Army. In back- 
ground is 25-year service plaque presented to Domoco by Richfield. 


‘| twisting 
‘kinking 

tension 
Father-and-Son Team Reunited 


Fresh from Army service as an more homes, more cars and trucks, 
M.P., Jack Dougherty is back, and 
his Dad, John, has got him for 


Domoco! 


and our aggressive selling, the out- 
look for Domoco Gas & Oil sure 
is rosy.” 


me, ee | aT. an on Domoco credits Richfield with a big 
short shank type Domoco Gas & Oil Company be ; 


for use on all 
conventional 
nozzles 


came Richfield Distributors in 1931. 
As President John J. Dougherty 
reminisces, Domoco started with 6 
retail outlets and 6 commercial 


accounts. 


Today, Domoco serves 43 retail 


assist in its growth, Request for help 
to solve a problem never goes unan- 
swered by Richfield. And that help 
is as near as your phone. Richfield 
boosts the brand in a big way; never 
offers competition to Richfield Dis- 
tributors. A Richfield Distributor- 


outlets and 95 commercial accounts. ship is a family affair—with an eye 


“That’s a mighty profitable pres- to the future. 


RICHFIELD INVITES YOU to 


become an Independent Richfield 


long shank type 
for use on all 
automatic 
shut-off nozzles 


OPW Hose Swivels make gas 
tank fill-pipes easier to reach, 
hose much easier to handle, pre- 
vent or reduce tension damage to 
hose caused by “stretching” to 
reach fill-pipes of cars not close 
enough to gas pump. 


Get Bulletin F-43 today. 
OPw CORPORATION 


2735 COLERAIN AVE. 
CINCINNATI 25, OHIO 
Kirby 1-5400 


ent,” says John. 





“T like the future—it’s even more 


promising,” says young Jack Distributor. Hear all the advantages. 


Dougherty. “‘With more people, Write, wire or phone us now! 


S\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17,N.Y. 


Serving the Eastern Seaboard from Maine to Florida 
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LIFTING rt 


POWER 
FOR EVERY SERVICE! 





Gendron Senecal 


John W. Gendron is Tidewater Oil 
Co.’s assistant eastern division manager, 
not the assistant eastern division market- 
ing manager as reported in the July NPN 
(p 172). R. M. Kennett is acting eastern 

division marketing manager. 
al sports : | Alderic Senecal, Jr., was named man- 
; ager of the New York marketing district 
succeeding A. R. Senftleben, named east- 
ern division sales promotion supervisor. 
Senecal, an independent service station 
dealer in the Philadelphia area since 
1952, operated Al’s Atlantic Service, 
Melrose Park, Pa. He is a member of 
the general committee and the service 
station advisory committee of the API. 

At the division level, Albert B. Baxter, 
former assistant manager of the Middle 
Atlantic dis‘rict, was named eastern di- 
vision supervisor of service station de- 
velopment. 

In the New England district, Donald 
Y. McCoy, formerly assistant manager, 
becomes district manager. Robert G. 
Dow, former accessories sales supervisor, 
is district sales assistant. Sheldon C, 
Pag reach, § _— former construction engineer, is 
Or district engineer. 
pi nl. wg of J. stand ‘ Jerome Ww. Hannigan, who was sales 
; rame, hen mee ard supervisor at Pittsburgh, moved to Bos- 

ot in Use ton as industrial sales supervisor. Wil- 
e floor, fiam H. Palmer, sales supervisor at 


lear it \ 
Runways only 
Automatic, 


The lowest cars © 


and passenger: 


elf-storin 


ift is Only 2% whew 


“Don't tell me about the flow of 
traffic, just get those pumps back 
on your own island!” 


™ 


a 
THE WAYNE PUMP COMPANY - Division of Symington Wayne Corporation 
SALISBURY, MD., TORONTO, CANADA 





Some major oil companies 
among our customers report 
that they are reducing main- 
tenance costs and down time 
on automotive equipment. They 
are applying George Automatic 
Ejectors on the air brake reser- 
voirs and saving trouble on 
emergency relays and break- 
away valves. 


4 On air brake systems preventa- t 
tive maintenance begins at the 

} air reservoirs. The water, oil, 
carbon and sludge must be re- 
peatedly blown out of air brake i 
reservoirs or they will enter the 
brake system and cause damage i 
to the operating valves and dia- 

i phragms. Hand drainage is not 
reliable, but the simple George 

' Automatic Ejector is rugged 
and efficiently designed, with 

\ aluminum housings and molded 

4 nylon operating parts. 


Apply George Ejectors on your 


j present equipment, and specify } 

them on your new trucks. 

All truck manufacturers apply ' 
them as specified. 


i WRITE FOR j 
t FREE LITERATURE ; 
; 


| MANUFACTURING CoO. | 
10-16 W. Harvey St. 
Phila. 44, Pa. i 


nee” 


r| 


y | 


ae 
LT - 


"AE ce: 
a aa 


The Newest, Most Important 


Development in 





reie) 1 arere, 
Cantilever Lights 


For POWER-GROOVE or V.H.O. Lamps 
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Write for Descriptive Literature: 


CORPORATION 


1800 N. Spaulding Avenue « Chicago 47, Illinois 
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TIRE SALE 
DAYTON THOROBREDS 
NO MONEY DOWN 


Paul H. Boyd, General Manager, Marketing, 


Wilshire Oil Co. of California says . 


“Wilshire Dealers really cash in on 
Dayton’s aggressive tire merchandising” 


peige.eh) 


All-New, All-Nylon 
Dayton Thorobred Blue Ribbon 


“Tire sales volume is rising at prac- 
tically every Wilshire station with 
the help of Dayton’s merchandising 
support. 

“Dayton’s liberal co-op advertis- 
ing program helps us sell the neigh- 
borhood Wilshire dealer as the place 
to buy the complete line of Dayton 
Thorobred Tires. 

“Plenty of high quality, eye-catch- 
ing identification in and around the 
station lets people know we’re in the 
tire business. And Dayton supplies 
a continuous stream of new merchan- 
dising material in their timely, sea- 
sonal Dis-Pla-Pacs. 


“To top off this activity, Dayton 
merchandising men hold sales 
clinics, meetings, etc., to teach our 
men how to sell tires .. . especially 
how to use Dayton’s Written Guar- 
antee to clinch the sale. 

“And because Dayton Tires are 
realistically priced, our dealers find 
they can compete with the “price” 
outfits, yet make a worthwhile profit 
on every sale.” 

To find out how you can cash in 
on the Dayton Franchise selling 
Thorobred Tires write The Dayton 
Rubber Company, Tire Division, 
Dayton 1, Ohio. 


A Complete Line of Passenger and Truck Tires 


Dayton Rubber 
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Revere, moves to sales supervisor at 
Fitchburg. Raymond A. Sanborn, Jr., 
district dealer and distributor relations 
supervisor, becomes sales supervisor for 
the Boston area. 

In the Middle Atlantic district, Rob- 
ert G. Reed III, former marketing 
trainee, was named assistant district 
marketing manager. Norman R, Hostler, 
former steel mill engineer, becomes in- 
dustrial sales supervisor. Leo A. Tachoir, 
field engineer, becomes Pittsburgh area 
sales supervisor, and John W. Hobson, 
accessories sales supervisor, becomes 
Trenton area sales supervisor. 


There’s a new association in the Clin- 
ton, Wis., area—the Tri-County Oil 
Men’s Assn. founded in May. Mel Kerst- 
ner, Kerstner Oil Co., Clintonville, is 
president. Oliver Olson, Cities Service 
Oil Co., Clintonville, is vice president, 
and Cliff Behnke, Manawa Cooperative, 
Manawa, is secretary treasurer. Directors 
are: Lowell Korb, Korb Oil Co., Clinton 
ville; Louis Pockat, Cities Service Oil 
Co., Marion; Robert Johnson, Johnson 
Bros. Oil Co., New London, and Robert 
Dennison, Quality Oil Co., Bear Creek. 


W. J. Gerwe retires from Socony 
Mobil Oil Co. on Sept. 1 after more 
than 40 years of service. From 1932 
to 1956 he was in charge of the Chi- 
cago automotive division. For the last 
two years he has been special repre- 
sentative of the central region in Chi- 
cago. 

* 


Henry L. Porter, 
manager of sales 
training and _ sales 
supervisory devel- 
opment at Stand- 
ard Oil (Indiana) 
since 1953, has re- 
tired after more 
than 35 years with 
the company But 
he will remain ac- 
tive in the field— 
as a consultant in 
sales promotion, 
sales training and manpower develop- 
ment. His office is in Glenview, Ill. 


Porter 


Paul D. Jones was named division 
reseller manager of Pure-Oil Co.’s cen- 
tral division. He’s in charge of retail 
sales, including TBA, in Ohio, West 
Virginia and part of Kentucky. He was 
formerly branch manager at Cambridge 
and Canton, Ohio. 


Deaths... 


Richard D. Corrigan, former execu- 
tive director of Fuel Oil Distributors 
Assn. of New Jersey, shot himself in 
an Asbury Park, N. J., hotel room 
June 23. Corrigan had been with FODA 
for nearly two years. 











Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 






































QUAKER “QUAPRE 
handles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect- 
ed by hydrocarbon attack. Non- 
swelling, thick, and smooth, the 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 
is interwoven with two parallel 
strands of steel wire, which prevent 
kinking and act as static conduc- 


E” HOSE 


tors grounded to the couplings. 
The strong neoprene cover with- 
and the 


stands severe abrasion 


actinic action of sunlight. 


Available in cut lengths with UL- 
seal couplings, or in long reel 


lengths; 34’ I.D.; 114" O.D. 


For complete information on Quaker 
QUAPREWNE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 


H. K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 
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for PROVED safety... 


TIRE 
TORTURE 


High in the air during a breath- 
taking 100-foot leap, this car 
will land full force on its tires. 
One of many maneuvers that 
torture the Super Rayon Cord 
tires used on every car in Jack 
Beck's famous Tournament of 
Thrills. Worse punishment than 
ordinary driving will ever give. 
Yet, no tire failures ever marred 
the show. Convincing proof that 
Super Rayon Cord tires can 
really take it... proof that they 
are the safest, most depend- 
able tires you can recommend 
and sell to your customers. 


... ALWAYS RECOMMEND CAREFREE 
SUPER RAYON CORD TIRES 





QUIET! Super Rayon Cord ECONOMICAL! Super HEAT RESISTANT! Even 
tires are up to 33% quieter than Rayon Cord tires cost less ini- at temperature where other 
those of the other cord no tially...also give up to 26% cord melts, Super Rayon retains 
annoying flat spots to cause more carefree tread life. over 50% of original strength. 
“morning thump" 


All of which means thoroughly satisfied customers and greater repeat business for you. 


SUPER RAYON TIRE CORD 


Premium performance plus safe, smooth, quiet ride 


AMERICAN VISCOSE CORPORATION ® 350 Fifth Avenue, New York 1, N.Y. 
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Management 


Payoff to Tidewater’s new training program comes in swelling 


gallonage, mounting TBA sales, boom in credit card applications 


(Begins on page 136) 

e How well does the dealer select 
helpers, keep down the turnover rate, 
supervise his employes? Does he have 
at least one helper for each 5,000 
gal. of monthly sales? 

e How does monthly gallonage 
compare with average done by pre- 
vious dealer, if there was another 
dealer in the past five years? 

e What sales building programs is 
the dealer using? (Suggested: credit 
cards, lube record system, extra serv- 
ices, employe incentives, personal 
solicitation, telephone solicitation, mail 
solicitation, community activities, 
dealer meetings, special sales train- 
ing.) 

e What are his competitors’ gaso- 
line, motor oil, and lube prices; hours; 
average gasoline gallonage, and spe- 
cial promotions? 

Book VII, volume two, is Wright’s 
copyrighted course in “Engineering 
Salespower,” a guide for better selling. 

Book VII, volume three, shows 
ways to “multiply selling.” This tells 
salesmen how to handle conferences 
and meetings, how to speak in public, 
how to organize the selling job. 


How the Plan Pays Off 

Tidewater cites these examples of 
how the training program has shown 
results in the field: 

e A new dealer who had no ex- 
perience in gasoline retailing tried 
every promotion tool and _ business- 
builder suggested by the business 
analysis system. The first month he 
sold 3,000 gal. more than the station 
had been selling, and he doubled 
motor oil sales. 

e In a small California 
veteran Flying A dealer resisted the 
refresher course, but he allowed his 
helper to take the training. When the 
dealer retired, the helper took his 
place and doubled gallonage, more 
than tripled TBA _ sales in three 
months. 

e Using sales-building techniques 
suggested in the training program, 14 
San Francisco dealers started 
card campaigns, told their employes 
they would have to get three credit 
card applications per shift to qualify 
for commissions. 

The first month they got 241 ap- 
plications, compared with almost none 
in preceding months. The credit card 
campaign was extended throughout 


town a 


credit 


program, having the night shift man 
phone 15 people each day to invite 
them to come to the station to get a 
free gift, and (3) backing this up with 
credit card solicitation and an 
tive plan for 

e Gallonage at a 
in the Oregon district increased 62% 
since the training program 
according to district marketing man 
ager G. A. Hill. 


the San Francisco district and netted 
2,315 applications in three months. 

e A San Francisco station in- 
creased its across the board: 
almost 4,000 gal. of gasoline (14% 
increase) to as high as 202% on tires 
and 433% on auto supplies. This was 
accomplished by (1) mailing out 
3,000 cards entitling a holder to a 
free lube job and safety check; (2) 
carrying on a telephone solicitation 


sales 


station personnel. 





| FOR BULK PLANTS... 
TANK FARMS...TERMINALS 


POSITIVE 
SAFETY 


with Electronic 
Indicating 
Grounds 


Gilbarco’s Electronic Indicating Ground is the only 
Underwriters’ approved device which positively indicates 
the completion of a safe ground. 


With the trend toward faster loading operations 
this device is a must for every loading point. When a 
safe ground is established by clipping the cable to the 
tank car or transport, a minute radio circuit is 
energized. This can be used to sound a bell... 
flash a light . . . or start a pump. A Gilbarco 
Electronic Ground is your best assurance 
of protection against unsafe 
grounds at the loading point. 


Gilbert & Barker 
Manufacturing Co 
West Springfield, Mass 
Toronto, Canada 
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incen 
training station 


started, 


A MESSAGE TO AMERICAN INDUSTRY 


Modernize Now — 
For Growth and Profits 


The biggest challenge facing American 
industry today is that of thoroughly mod- 
ernizing its plant and equipment. This is the 
test period for companies to prepare for success 
— or failure — in the ’60s. Success depends 
decisively on one key policy — modernization, 
for growth and profits. 





INDUSTRY'S BIG PLANS FOR MODERNIZATION 
From less than half of . to almost 


all new plant & equipment two-thirds by 1961 
expenditures in 1957... 


‘59 ‘60 ‘61 


Data from Business’ Plans for New Plants and Equipment, 
1958-1961, a survey by McGraw-Hill Dept. of Economics 











The problem of business recession is fading. 
Sales and industrial production are moving up 
again, slowly. Business is swinging back into 
its normal course. This is growth, not retreat 
and recession. If the recovery takes us back to 
the normal growth trend, industrial production 


will be up 15% to 20% by 1960. 


But how can we get this growth in pro- 
duction without the plague of price infla- 
tion that has blighted our economy in 
recent years? And, of fateful consequence 
for the individual business firm, how can 
it keep its costs down enough to make a 
decent profit — something a very large 
share of American companies are not do- 
ing today? 

This is the new challenge that confronts busi- 


ness as the recession is left behind. 


Nature of the Challenge 


The recent record on costs and productivity 
is not reassuring. Since 1947 wages in manu- 
facturing have risen 68%, while output per 
manhour has gone up 32%. This is a dismal 
record for a nation that has prided itself on 
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gains in industrial efficiency. Clearly, if we are 
to avoid continuing inflation, labor must key its 
wage demands more closely to productivity in- 
creases. But clearly, also, we must do far better 
in raising output per manhour. Otherwise, in- 
dustry cannot hope to offer stable prices, and 
still make a profit. 


What, then, is the answer? It is modern- 
ization of plant and equipment, the re- 
placement of obsolete producing facilities 
with new and more efficient machinery 
and buildings. Only in this way can industry 
hope to increase production, hold down costs 
and make a good profit showing in the years of 
growth that lie ahead. 


Industry’s Answer 


The chart on the preceding page shows how 
American industry is buckling down to the task 
of modernizing its facilities over the next four 
years. It is planning to replace old equipment 
with new machines that will raise output per 
worker not just 2% or 3% a year, but more 
like the 5% annual gain in productivity that 
this nation achieved in the years following 


World War I. 


Since World War II we have had to contend 
with shortages of capacity and materials that 
have held back the job of raising productivity. 
But today the machines and techniques are 
available. And industry is getting set. 


A broad sample of manufacturing companies 
surveyed by the McGraw-Hill Department of 
Economics earlier this year reported these 
plans: In 1958, expenditures for modern- 
ization will rise to 56 % of total investment 
in new facilities — compared to 48% in 
1957. And this emphasis will increase un- 
til by 1961, expenditures for replacement 
and modernization account for two-thirds 
of all capital spending by manufacturing 
companies. In dollar terms, manufacturers 
will spend more on modernization in each of 
the four years 1958-61 than in any previous 
year except 1957. 
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Can It Be Done? 


These are big plans. Can they be carried out? 
Is it too visionary to hope that after a decade 
of expansion, industry can now find the outlets 
for huge amounts of capital investment in the 
area of modernization? The answers are im- 
portant to business and the nation, because on 
this new wave of modernization depends our 
hope of holding down costs and prices, and also 
the prosperity of the vital capital goods indus- 
tries — generators of boom and bust in our 


economy. 


To ensure that industry gets the an- 
swers, McGraw-Hill’s 34 business publica- 
tions are now starting a coordinated effort 
— the largest editorial effort in the history 
of our company — to find, report and pub- 
lish the opportunities for modernization 
at a profit, in the fields we serve. These 
special reports will begin in late September 
and will run through November, with appro- 
priate coverage for the specific needs of each 
field. We are proud to share with industry the 
responsibility for making sure that no oppor- 
tunity is overlooked in the drive to modernize 


now for growth and profits. 





This message was prepared by the McGraw- 
Hill Department of Economics as the first step 
in our company-wide effort to report on oppor- 
tunities for modernization in industry. The 
Department is also preparing a longer report, 
on modernization as a national problem, for 
publication in October. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint alt 


parts of the present text, 


ReuatdA Ube 


PRESIDENT 


McGRAW-HILL PUBLISHING COMPANY, INC. 




















Join the“picnic with 
s Luxury Driving 


) True Economy 











i de ET tl aa 


CITIES ® SERVICE BREE 





sy 


Suet 


ZS 





With the compelling theme of “True Lux- 
ury Driving,” Cities Service Dealers are 
having a “picnic” as gasolene sales climb 
steadily. Why not join them? 

Youll not only benefit from more effec- 
tive advertising and higher quality gaso- 
lene... you'll also get practical business 









assistance, 

Acclaimed by dealers, distributors, and 
the trade press, Cities Service puts at your 
disposal the aid of experts in credit, book- 
keeping, taxes, station promotion, and 
dozens of other phases of operation. 










Perhaps that’s one of the reasons why 
Cities Service is growing faster than the 
oil industry itself. ertainly it’s 







a good reason for you to team 
up. Talk with a Cities Service 
representative. Or write: Cities 
Service Oil Company, Sixty 
Wall Tower, New York 5, N.Y. 
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Coming Meetings 





SEPTEMBER 


Empire State Petroleum Assn., semi-annual fall meeting, Saranac 
Inn, Saranac Lake, Sept. 7-9. 


Colorado Petroleum Marketers Assn., annual fall convention, 
Broadmoor Hotel, Colorado Springs, Sept. 7-9. 


Missouri Petroleum Assn., annual Fall Frolic, Columbia 


Country Club, Columbia, Sept. 8. 


National Petroleum Assn., 56th annual convention, Traymore 
Hotel, Atlantic City, Sept. 10-12. 


Georgia Oil Jobbers Assn., semi-annual meeting, Castle In 
the Clouds Hotel, Lookout Mountain, Sept. 12-13. 


Michigan Petroleum Assn., fall convention, Grand Hotel, 
Mackinac Island, Sept. 12-13. 


Alabama Petroleum Jobbers Assn. and Mississippi Petroleum 
Jobbers Assn., annual meeting, Buena Vista Hotel, Biloxi, Sept. 
14-16. 


Illinois Petroleum Marketers Assn., management institute, 


Robert Allerton Park, Monticello, Sept. 14-17. 


Petroleum Marketers Assn. of New Mexico, annual meeting, 
Hilton Hotel, Albuquerque, Sept. 15. 


Florida Petroleum Marketers Assn., semi-annual meeting, The 
Galt Ocean Mile Hotel, Ft. Lauderdale, Sept. 18-19. 


Kentucky Petroleum Marketers Assn., 25th annual golf 
tournament, Lafayette Hotel and Boiling Springs Country Club, 
Lexington, Sept. 18-20. 


Pennsylvania Petroleum Assn., fall meeting, Pocono Manor Inn, 
Pocono Manor, Sept. 21-23. 


Ohio Petroleum Marketers Assn., fall conference, Dayton Bilt- 
more, Dayton, Sept. 24-25. 


Independent Oil Compounders Assn., annual meeting, Palmer 
House, Chicago, Sept. 28-30. 


>API, Operations and Engineering Committee, Andrew John- 
son Hotel, Knoxville, Sept. 29-Oct. 2. 
OCTOBER 


Packaging Institute, Petroleum Packaging Committee, Sheraton 
Fontenelle Hotel, Omaha, Oct. 6-7. 


>API, Market Research Committee, Williamsburg Inn, Wil 
liamsburg, Va., Oct. 12-15. 


American Petroleum Credit Assn., annual meeting, Dinkler 
Plaza Hotel, Atlanta, Oct. 12-15, 


Packaging Institute, 20th annual national packaging forum, 
Edgewater Beach Hotel, Chicago, Oct. 13-15. 


American Society of Lubrication Engineers and American 
Society of Mechanical Engineers, lubrication conference, Hotel 
Statler, Los Angeles, Oct. 13-15. 


Indiana Independent Petroleum Assn., annual meeting, Hotel 
Severin, Indianapolis, Oct. 15-16. 


>South Dakota Independent Oil Men’s Assn., annual meeting 
and trade show, Sheraton-Johnson Hotel, Rapid City, Oct. 
15-16. 


National Assn. of Oil Equipment Jobbers, annual meeting and 
trade show, Adolphus Hotel, Dallas, Oct. 15-17. 


West Virginia Petroleum Assn., annual meeting, Daniel Boone 
Hotel, Charleston, Oct. 16. 


> First listing. 
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> Virginia Petroleum Jobbers Assn., semi-annual meeting, Hotel 
Roanoke, Roanoke, Oct. 16. 


Texas Oil Jobbers Assn., management institute, Commodore- 
Perry Hotel, Austin, Oct. 16-18. 


Pennsylvania Petroleum Assn., management institute, Pennsy! 
vania State University, State College, Oct. 19-21. 

Tennessee Oil Men’s Assn., annual meeting, Andrew Jackson 
Hotel, Nashville, Oct. 19-21. 


North Carolina Oil Jobbers Assn., Grove Park Inn, Ashville, 
Oct. 19-22. 


> Mississippi Oil Jobbers Assn., 3rd annual management in 
stitute, University of Mississippi, University, Oct. 21-22. 


Nebraska Petroleum Marketers Assn., 38th annual convention 
and trade show, Paxton Hotel, Omaha, Oct. 21-22. 


Texas Oil Jobbers Assn., management institute, Lubbock 
(hotel not available at publication), Oct. 21-23. 
Arkansas Independent Oil Marketers Assn., annual meeting, 


Hotel LaFayette, Little Rock, Oct. 22-23. 


Independent Petroleum Assn. of America, annual meeting, 
Statler Hilton Hotel, Dallas, Oct. 26-28. 


National Lubricating Grease Institute, 26th annual meeting 
Edgewater Beach Hotel, Chicago, Oct. 27-29 


Assn. of American Battery Manufacturers, Palmer House, Chi- 
cago, Oct. 30-Nov. 1. 


YS 


>) 
A 
j:000:000 


Batteries worth 


"| PRIVATE BRAND BATTE 


For Many of the World’s 


Leading Marketers 


5 Modern Plants, Strategi- 
cally Located To Serve 70% 
of the Country’s Automotive 
Registrations. 


PRICE BATTERY CORPORATION 
) HAMBURG, PENNSYLVANIA 
, Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass 


> One of the Pioneers of DRY-CHARGED Batteries 
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CLASSIFIED 


DISPLAYED RATE INFORMATION UNDISPLAYED RATE 
The advertising rate is $17.75 per inch for BOX NUMBERS count one additional line in $1.80 a line. Minimum 3 lines. To figure ad- 
Equipment and Business Opportunity advertis- “displayed ads. vance payment count 5 average words as a 


ing appearing on other than a contract basis. re, oe th coven be mae line (see € on Box Numbers.) 
Contract rates quoted on request. undisplayed ads (not including proposals). POSITIONS WANTED. Undisplayed rate is one 


Ym inch : 
Employment opportunities $27.00 per inch, Yartically on one columm, 3 columns--30 inches Ralf of above rate, payable ia advance. 


subject to Agency Commission. —to a page. PROPOSALS, $1.80 a line an insertion. 


Send NEW ADVERTISEMENTS to Classified Advertising Division, NATIONAL PETROLEUM NEWS 
P.O. Box 12, N. Y. 36, N. Y. SECTION CLOSES September 12th for October issue, 




















Salesman, Midwest Area 


LIGHTING FOR 
DO YOU KNOW A JOBBER WHO SERVICE STATIONS 
Prominent manufacturer of outdoor Service Sta- 


WANTS A $25,000 to $50,000 tion Lighting Equipment has opening for ag- 


gressive young man who is well known and 
highly regarded by major and independent oil ‘ 


G ROSS PRO FIT | N C R E AS 7 | N 1 g 59? yay Midwestern Region headquartering 


Must be able to increase presently well estab- 














' ia lished sales on a sound permanent basis. In 
Here's the deal. Territories are open throughout the U. S. for ag- your reply give full details. How many years of 
gressive, well financed jobbers to handle MICRO-LUBE. This amaz- seen nee a —¥" oil “_—o 
: ; ma ; . : eR ve industry references. e of produ 
ing oil and gas additive contains the miracle engine-cleaning in- and selling Ae foam and ae = pg Give 
gredient CYCLOHEXANONE, the only additive ever used . . ever ane, family vara my salary aoe 
and your projected future plans. State reason 

trusted by the U. S. AIR FORCE IN FLIGHT. Cyclohexanone, backed for desiring chonge from present employment. 
by the unbelievable results obtained by the Air Force, makes Micro- Excellent opportunity for young man who Is not 
Lube unique in restoring engine’s pep and power . . unsticking renee a herd work nd a ° build a good 
valves . . dissolving carbon and sludge . . cutting oil consumption agitate s net og 

3 fs oe , 3 ‘ ‘ P-8606 National Petroleum News 
. . seeking “hot spots” . . or used as a break-in oil. Micro-Lube is 520 N. Michigan Ave., Chicago 11, Hil. 
patented. It cannot be duplicated in performance. It is a terrific seller a i 
and repeat item. Territory support advertising is available to help ADpREss BOX NO. Perse TO: Box No, 
move Micro-Lube off dealers’ shelves. Profit structure, based on Some te OPE REO Ee HO Boy 12 
quantity discounts, makes Micro-Lube an extremely attractive item CHICAGO: 520 N. Michigan Ave. (11) 


as ‘ ' SAN FRANCISCO: 68 Post St. (4) 
to add to any automotive line. If you know such a jobber, tell him iain = 


. if you're interested, write or wire us today. 





~ SELLING OPPORTUNITY WANTED” 





Manufacturers Agent well tablished g 
the Major Oil Companies, Oil Equipment Jobbers 
MI p 0 * LUBE SA |, F and the O.E.M. accounts throughout the midwest, 
desires either a Capital —_ae or re 
line for the above accounts. RA-8515, Nationa 
Dept. NP-1 a 1523 Dragon Street Petroleum News. 
P.O. BOX 10141 « Dallas 7, Texas "BUSINESS OPPORTUNITIES 


Bulk Oil Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


TRAILER & PROFESSIONAL : : 
TRAILMOBILE N ees Soe een ee oe 


excellent future potential. $50,000 cash will han- 


One 1957 model 6,000 gallon, 3 com: SERVICES dle. Write BO-8548, National Petroleum News. 
































partment, standard steel gasoline trailer. cube FOR SALE 

Like new. This fank has been in opera- Tank Trailers—Sale or Lease— 4000 to 8300 
ral.—_stee aluminum. ckett Tan be EEIGes q 

tion less than six months. Price $4,000. ws aluminum. Ha al 


P. O. Box 803, Packers Sta. K. C. Kansas MA 
One 1948 model Trailmobile, 5,000 gal- PROPANE GAS PLANTS 1-2363. 7 


lon, 3 compartment, good rubber, per- Four riveted and welded tanks: 2—20 0 gal. 


























AMMONIA A 2—17,000 gal. Good condition. Available now. 

fect shape. Price $2,000. AMITOROUS AMMONIA PLANTS | ee, aise sket o melnie Weieehel. Ons 

SALYER REFINING COMPANY Designed and Installed be inspected on site. FS-8490, National Petroleum 
kiah City, Oklahom News. 
Ot Fae pen PEACOCK CORPORATION ——— 

Box 268, Westfeld, N. J. For Sale or Lease—Bulk Plant located on Rail- 

’ ° road siding, large storage room and office space, 

a anes ~~ capacity 80,000 gallons. 

OPPORTUNITIES Edwin Freeman, Harrodsburg, Kentucky. 
SERVICE STATIONS : , Bawiner eee “9 
WANTED Business; personal or personnel; financial; WANTED 


_ . equipment; etc., may be offered or located Anything within reason that is wanted in the 

Plo yon vo — oe — e through the classified advertising section of field served by National Petroleum News can 

end full information, price, location, etc. be quickly located through bringing it to the 

BO-8659 National Petroleum News NATIONAL PETROLEUM NEWS attention of thousands of men whose interest 

520 N. Michigan Ave., Chicago 11, Il. is assured because this is the business paper 
e:e a = o e e . they read. 
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\BEGoodrich] 





Light hose is easy to handle, 
speeds fuel oil deliveries 


§ fies B.F.Goodrich hose is 20% 
lighter, much more flexible than 
other tank truck hose of the same size 
and specifications. It’s a 4” hose, but 
the driver made the connection with 
no strain. Even in the 4’ 
is so easy to handle and carry that one 
man can unload it, hook it up and 
reload it on the truck without help. 
And by using a larger size hose, a truck 
can make faster deliveries, more per day. 

The lightness and flexibility of this 


” size, this hose 


B.F.Goodrich hose is made possible 
by the use of high tensile nylon cord in 
the reinforcement. This adds strength 
without extra weight, makes the hose 
so flexible it can take a sharp U-turn— 
even an O-bend—without flattening. 

Special rubber compounds make the 
tube of the hose completely oilproof. 
There’s no danger of swelling or flaking 
even when (as shown in picture above) 
hose is carrying No. 6 fuel oil that’s 
heated to 100°F. The thick tough cover 


is built for rough use, too. Dragging it 
over concrete or gravel won't harm it. 
Letting it stand in gasoline, oil or grease 
won't damage it. 

This new B.F.Goodrich hose is known 
as Type 82-A—an improved hose that's 
easier to handle, can make faster de- 
liveries, and reduce operating costs. Let 
your B.F.Goodrich distributor tell you 
more about it, or write B.F.Goodvich 
Industrial Products Company, Dept. M-430, 
Akron 18, Ohio. 


B.EGoodrich fuel oil hose 
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LOW MAINTENANCE-**. 


another area of 


INTERCEPTOR LEADERSHIP 


Only the doors ‘and the base of this bee 
new Tokheim INTERCEPTOR 
pump ever/need repainting. All 
other exposed parts are either por- 
celain or stainless steel. Add to this 
the proved upkeep economy of the 
Tokheim meter and pumping unit, 
and you have a pump that qualifies 
as the low maintenance champion. 
Tokheim welcomes comparison with 


any other dispenser. 


48" high Interceptor Model 448 without dial 
lighting. Model 452 has brilliant fluorescent 
lighting. Single and Twin models available 


Only the ALL-NEW TOKHEIM 


nterceptor 


gives you such value! 





V compare it point for point before you buy 


TOKHEIM CORPORATION 


There is no substitute OKHEIM DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 
FORT WAYNE, INDIANA 


for TOKHEIM QUALITY / 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Now... along every road 


some Stations will stand out 


Cntheducing: the NEW 


"SALESMAN-48” 


Will it be your stations that stand out? Will it be your 
stations that are glamorized by the clean lines, the gleaming 
surfaces, the new 48” low look of the “Salesman-48” ? 


Erie’s ““Salesman-48”" has fewer parts. Looks better, yet 
costs far less to maintain. 


Erie’s “‘Salesman-48” gives customers a break, too, with 
eye-level, sloped dials that are easy to read. 


And for all this, are you ready to pay less per pump for 
every pump you buy? Then, you must investigate the 
“Salesman-48.”" Write for bulletin. Erie Meter Systems, 
Inc., Erie, Pa. Offices in principal cities. 








